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To the Advertising People of 
America... 

The Treasury Department is 
keenly aware of the really mag- 
nificent contribution both adver- 
tisers and advertising agencies 
nave made and are making to the 
success of the 2nd War Loan. 


In any voluntary, cooperative 
efort such as this, requiring the 
cooperation of all America, the 
advertising profession has always 
played a leading role. In the 2nd 
war Loan, that role has been a 
magnificent and inspiring one to 
us all—Henry Morgenthau SJr., 
Secretary of the Treasury. 
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* Treasury Citations for Distinquished Service 


Past experience in the War 
Savings program has shown that 
advertisers and advertising agen- 
cies alike, together with the 
newspapers, radio stations and 
the radio networks, can always 
be relied upon to cooperate “over 
and above the call of duty” on 
all phases of the War Savings 
program, This they have done to 
a glorious and unprecedented 
extent in the 2nd War Loan, the 
greatest “Drive for Dollars” in 
all history. To all of them the 
Treasury Department extends its 
sincere thanks and appreciation. 
—Vincent F. Callahan, Director, 
Advertising, Press and Radio. 


5 FEOF ISP SOT SOS OTS SOS OS OS PS OST OPS Sl pee ee 
a 


x * 


We are deeply appreciative of 
the time, thought, generosity and 
ingenuity which has been dis- 
played by advertisers and ad- 
vertising people everywhere, 
throughout the 2nd War Loan 
Drive—greatest in Treasury his- 
tory. Only through such volun- 
tary effort on the part of Ameri- 
cans everywhere could a drive of 
such scope and importance reach 
the success it merits—William 
M. Robbins, National Director of 
Sales. 


Advertising 


_ 


It is a source of extreme pleas- 
ure to inform you of the Treas- 
ury’s deep gratitude at the truly 
record-breaking achievement the 
advertising profession and the 
newspapers have made in helping 
to launch the 2nd War Loan. It 
is fitting indeed that in this, the 
greatest advertising campaign in 
world history, advertisers, adver- 
tising agencies and publishers 
have voluntarily rallied to the 
call in such spectacular and re- 
sounding fashion that all future 
war-financing drives must surely 
have something to shoot at.— 
Thomas H. Lane, Chief, Advertis- 


ing. Section. 
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THE NATIONAL NEWSPAPER OF MARKETING 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, Ill., under the act of March 3, 1879. 
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The manner in which adver- 
tisers, advertising agencies and 
advertising media in all parts of 
the eountry have cooperated to 
make the 2nd War Loan a suc- 
cess is a remarkable demonstra- 
tion of voluntary effort. It has 
been truly inspiring. — Stuart 
Peabody, Head Advertising Spe- 
cialist, War Finance Committee. 
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The radio industry has coop- 
erated magnificently on the 2nd 
War Loan, putting behind the 
drive the greatest promotion ever 
known in radio. The whole- 
hearted cooperation of stations, 
networks, agencies and adver- 
tisers is helping tremendously to 
make the drive a _ gsuccess.— 
Marjorie Spriggs, Chief, Radio 
Section. 
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Rough Proofs 


Everett Smith’s tabulation of the 
True Story-Crossley index shows 
that Quaker Oats has a serious rival 
in Mother’s Oats, and a lot of head 
shaking must be going on over in 
the Board of Trade building. 
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Gillette will sponsor the Kentucky 
Derby this year, thus enabling 
everybody, with the help of Mr. 
Eastman, to watch Count Fleet come 
home through Clem McCarthy’s 
eyes. 

7 £4 

A Dun & Bradstreet expert offers 
this advice on retailing: Discourage 
entry, encourage exit. This is go- 
ing to call for a brand-new kind of 
revolving door. 
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A Gallup poll discloses that most 
women believe their neighbors are 
hoarding undeclared canned goods. 
Haven’t you ever noticed that fe- 
males always have the highest pos- 
sible opinion of each other? 
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Bert Johnson says Joe America 
would realize that business men 
aren't such bad guys if he saw them 
stripped in the locker room. But 
he would probably conclude they 
spend entirely too much time at the 
nineteenth hole. 

very 


American Home Products has set 
up an advertising plans board, and 
now it will be possible for even a 
vice-president to learn without too 
big a struggle which agency is han- 
dling what product. 
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_Boycotting the Times cost those 
department stores $5,000 apiece, and 
now it’s rumored that the advertis- 
ing manager of the Horse Cave Ga- 
ette is thinking of suing the Four 
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_ “In a recent advertisement two 
linnesota papers attempted to 
pe a luscious section of Wis- 
msin to put with their own 
ritory,” complains the Superior 
ening Telegram. A newspaper 
publisher will give you the shirt off 
Ss back, but don’t touch his trad- 
g area. 
, © 3 
John L. Lewis isn’t too popular 
‘th a good many politicians and 
‘mployers, but he has found out one 
hportant thing, and that is how to 
| his story with advertising. 
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Advertising agencies have just 
‘gun to discover that labor unions 
ve the money and the disposition 
advertise. Their public relations 
re no longer poor relations. 
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Brooklyn has finally won the 
hampionship of Greater New York, 
‘ut from where Larry McPhail sits 


len victory came just two years too 
ate, 


Copy Cus. 
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Importance of the flour sifter provides 

the theme for this timely newspaper page 

scheduled by Pillsbury Flour Mills Co. 
(Story on Page 41) 


Hotpoint Campaign 
Hits Jackpot with 
Local Tie-up Copy 


Utilities, Dealers, 
Builders to Back 
New Plan-Now Drive 
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| 
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(Picture on Page 43) 


Chicago, April 15.—Fortified by 
the exteptional 
“Bombers Today—Bungalows 
morrow” campaign 


To- 


advertising on the same 
which this campaign produced, Edi- 
son General Electric 
Company—Hotpoint—has 


“Get Aboard the Bond Wagon,” 
which it expects 
even more successfully to utilities, 
department stores, dealers and 
others. 

Although Hotpoint was among 
the first to use the buy-bonds-now- 
for - specific - postwar - purchases 
theme, it is not so proud of its 
activity in this direction as it is of 

(Continued on Page 40) 


DIRECTORY OF FEATURE 


success of its|f0r powerful peacetime production 


in the fall of 
1942 and by the volume of local 
theme 


Appliance 
launched 
a new campaign under the slogan, 


Hoffman Predicts 
Sweeping Postwar 
Buying Spree 


High Productivity, 
Full Employment 
Is Purpose of CED 


New York, April 13.—Predicting 
the largest pent-up demand for 


Paul G. Hoffman, chairman of the 
board of trustees of the Committee 
for Economic Development and 
president of the Studebalxr Cor- 
poration, at a press conference here 
today declared healthy postwar 
enterprise would be _ seriously 


goods this country has ever seen,! 


jeopardized by reversion to 1940 
production levels, nearly 40% less} 
than the nation’s current yearly out- 
| put. 
| Mr. Hoffman fixed the present! 
output figure at approximately 140 
billion dollars compared with the 
100 billion dollar total over two} 
years ago. 

The CED is a single-purpose or-| 
ganization designed to stimulate 
progressive postwar planning among 
the 3,100,000 individual business 
enterprises throughout the country, 
‘said Mr. Hoffman, this planning to| 
be completely independent in na- 
ture, with the committee merely 
providing the initial spark. 


Individual Effort Necessary 
‘ Along these lines, CED is striving 


(Continued on Page 37) 


Contributed Advertising 
Does a Job in Bond Drive 


Department Stores 
Spanked for Rate 


Row with ‘Times’ 


RDGA Also Hit; 
U.S. Collects 
Total of $80,000 


New York, April 13.—Fifteen of 
the city’s leading department stores, 
who because of increased advertis- 
ing rates attempted to chastise the 
New York Times by withdrawing 
advertising, were fined $5,000 each 
here yesterday in the United States 
District Court on a government 
charge of illegal conspiracy. 

Judge John W. Clancy fixed the 
fines, totaling $80,000, after the 
defendants through their attorneys 
submitted technical pleas of nolo 
contendere in answer to accusations 
by a government prosecutor charg- 
ing violation of the Sherman anti- 
trust law. 

In addition to the Retail Dry 
Goods Association of New York 
City, the list of codefendants in- 
cluded: 

Abraham & Straus; B. Altman & 
Co.; Arnold Constable & Co.; Best 

(Continued on Page 41) 


Last Minute News Flashes 


National Carbon Copy Stresses Car Conservation 
New York, April 16.—National Carbon Company, manufacturer of Pres- 


to merchandise | 


Ad-libbing 6 a 
Admen in the Armed Forces 31 
Canadian Magazines 29 
Diary of an Adman 24 
Earnings 33 
Editorials 12 
Farm Papers 30 
Getting Personal 36 
Information for Advertisers 12 
Magazine Linage 34 
Obituaries 4\ 
Photographic Review 43 
Postwar Planning 28 
Private Lines 41 
Rough Proofs | 
Voice of the Advertiser 20 


tone anti-freeze, has launched a three-week drive using newspapers in 


cold weather areas to stress car conservation. 


Advertisements suggest 


Largest Sales Effort 
Moves Forward Under 
Barrage of Promotion 


Washington, D. C., April 15.—The 
“greatest advertising and _ selling 
campaign in all history’—the 13- 
billion-dollar 2nd War Loan drive of 
the United States Treasury Depart- 
ment—was in full swing this week, 
operating behind a barrage of con- 
tributed advertising and publicity so 
powerful and so well coordinated as 
to dispel all doubts—if any still ex- 
isted—of the importance of adver- 
tising in the nation’s war effort. 

During the course of the drive, the 
Treasury expects some 48,000,000 
lines of newspaper advertising to 
appear, with 1,700 dailies accounting 
for 18,000,000 lines of this total, and 
6,000 weeklies carrying the _ re- 
muinder. This estimate is based, in 
general, on the orders received from 
newspapers for mats of the advertis- 
ing material prepared by the Treas- 
ury Department with the assistance 
of the Advertising Council, and 
takes no account of the great mass 
of local advertising which is not 
using this material, but is develop- 
ing its own copy, perhaps with the 
assistance of mats and fill-ins from 
the 10% drives. 


Posters Set Record 


On the basis of contracts already 
received by the outdoor advertising 
industry, it is reported that there 
are currently about 12,000 posters 
carrying the Treasury messages, as 
against the previous record number 
of 10,000 in any one month. Ap- 
|proximately 100,000 car cards are 
j}being used; 2,000,000 posters for 
point-of-sale use have been dis- 
tributed; and thousands of three- 
sheet posters are up in the larger 
cities. 

Radio as an industry is cooperat- 


Eveready cooling system cleaner as a solvent flusher and Rustone as a|/jng in the drive with the greatest 


rust preventive for radiators. J. M. 


Mathes, Inc., handles the account. 


Test Copy for Grove Vitamin Capsules Launched 


St. Louis, April 16.—Grove Laboratories has inaugurated a test cam-|999 radio stations and networks on 


paign for B Complex vitamin capsul 
cuse, Hartford, Harrisburg and Pi 


es using 1,700-line insertions in Syra- 
ttsburgh newspapers. Copy stresses 


unified effort in its history. It is es- 
|timated that approximately 3,600 
| hours of broadcasting time were de- 
voted to the drive by the country’s 


the round-the-clock radio day pro- 
gram April 12. In addition, spot 


a money back guarantee and claims that rationed diets may be deficient|announcements and programs will 
in vitamins of the B Complex group. Donahue & Coe is the agency. 


New Mennen Copy Highlights Victory Container 


New York, April 16.—Mennen Company, Newark, will open a new/|ury’s messages on their regular pro- 
advertising drive April 23 featuring Mennen’s baby powder in 30 national | grams. 


magazines. Full pages will appear 


in Life and half and two-thirds pages 


in the remainder of the list throughout 1943. Copy plays up smoothness 


and antiseptic qualities of the powder. 


highlighted for the first time. 
the account. 


The new victory package will be 


Kiesewetter Advertising Agency handles 


Ferguson Marks Anniversary with Special Ads 


Cleveland, April 16.—H. K. Ferguson Company, industrial engineer and | 


builder, New York and Cleveland, has scheduled copy in six daily news- 
papers and four national magazines to celebrate its 25th anniversary. 
Meldrum & Fewsmith, Cleveland, is the agency. 


carry the Treasury messages regu- 
larly throughout the campaign. As 
usual, commercial sponsors will be 
relied upon heavily to air the Treas- 


The newspaper field also, operat- 
ing through the Allied Newspaper 
Council, representing a score of as- 
sociations in the newspaper field, 
and headed by Frank Tripp of the 
Gannett Newspapers, has developed 
a unified approach which is said to 
be unprecedented in this field and so 
well organized that 100% coopera- 
tion of all newspapers — daily, 
weekly, foreign language, religious 
and college papers—is assured. 

Magazine advertising is likewise 
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ADVERTISING AGE 


swelling the promotional output, 
although the announcement of the 
Treasury drive came too late for 
many magazines to make special 
plans or arrangement with advertis- 
ers because of the time element. 

The National Retail Dry Goods 
Association, representing 6,000 re- 
tailers, has adopted the plan of ask- 
ing all retailers to devote their ad- 
vertising each Tuesday during the 
drive to 2nd War Loan promotion, 
and in addition to tie in closely with 
window and store displays. 

Treasury officials are tremend- 
ously cheered by the broad base of 
local advertising, noting that in ad- 
dition to the large advertisements 
sponsored by single retailers, utili- 
ties, etc., there are many pages 
which have been cooperatively 
sponsored. This bodes well for the 
force behind the drive, they believe. 

Among the national advertisers 
who got heavily behind the drive 
were International Business Ma- 
chines Corporation, which will use 
658,408 lines, split among morning 
papers of April 12, evening papers 
of April 20, and 84 foreign language 
newspapers; and the New York 
Stock Exchange, which dipped 
heavily into the promotion well with 
copy in 137 newspapers of the 50 
largest cities. 


Treasury Obviously Pleased 


Rough estimates here indicate that 
to date more than 5 billion dollars 
worth of bonds have been sold in 
the nation, but this is unofficial. 
However, New York has already 
raised one-third of its quota, and 
Hartford, Conn., two-thirds. 

That the Treasury is immensely 
pleased with results of the drive to 
date; and particularly with the man- 
ner in which advertisers, agencies 


and media have rallied to the cause, 
is obvious from officials’ comments. 
In addition to the statement given 
to ADVERTISING AGE, and quoted at 
the top of Page 1 of this issue, Sec- 
retary Morgenthau told the story of 


‘The radio advertisers provided the 
| time and stars of the screen and 
stage flitted from one program to 
janother, urging the public to buy 
bonds for freedom. 

| American Telephone & Telegraph 


the drive to a joint session of the | Company went overboard in a more 


House and Senate committees on 
banking, currency and appropria- 
tions, and made the comment that 
the drive has far exceeded the 
Treasury’s fondest expectations. At 
the big radio kick-off Monday night, 
when the Secretary and other offi- 
cials spoke over the A. T. & T. pro- 
gram which was donated to the 
campaign, Mr. Morgenthau said: 
“T’d like to thank manufacturers 
and retail business firms, large and 
small, who have given us, free of 
charge, millions of dollars worth of 
advertising space and radio time.” 
In an attempt to make a spot 
check of tie-up advertising at the 
local level, ADVERTISING AGE asked 
editors and correspondents in a 
dozen cities to submit tear sheets of 
Treasury tie-up advertising appear- 
ing locally on Sunday, Monday and 
Tuesday, April 11, 12 and 13. In- 
dicative of the volume of promo- 
tional .copy using the Treasury 
theme is the fact that this incom- 
plete spot check of a _ three-day 
period turned up a total of 207 sep- 
arate advertisements in the cities of 
Los Angeles, San Francisco, Kahsas 
City, Mo., Omaha, Houston, Tex., 
Chicago, Detroit, Cleveland, Pitts- 
burgh and New York, occupying an 
estimated 220,000 lines of space. 


RADIO GOES ALL-OUT 
TO START DRIVE OFF 

New York, April 15.—There was 
hardly ‘a radio program on the air 
Monday night that did not carry an 
appeal for purchases of war bonds. 


'decided fashion than most advertis- 
‘ers by contributing its entire pro- 
| gram, rather than merely a segment, 
j}over NBC. The program picked up 
‘a bond rally from Carnegie Hall, 
| with no less a celebrity than Secre- 
|tary of the Treasury Morgenthau, 
being headlined. 

Helen Hayes, Representative 
Clare Luce Booth and Lauritz Mel- 
chior were a few of the notables 
who gave punch to National Broad- 
casting Company’s dawn-to-mid- 
night bond drive Monday. The stars 
made appeals during regular NBC 
broadcasts and later moved to spe- 
cially erected telephone booths to 
receive pledges from listeners. 

Columbia Broadcasting System’s 
plans were also on a grand scale. 
Seveteen programs broadcast special 
messages in behalf of the bond 
drive. Columbia’s Hollywood station, 
KNX, enlisted the help of seven 
screen stars who made appeals for 
support for fighters. 

Mutual Broadcasting System sum- 
marized the situation well when it 
announced that every radio station 
in the United States concentrated on 
putting the bond campaign off to a 
good start Monday. 

Turns Premiums Into Bonds 


The Home Insurance Company 
'used a considerable list of newspa- 
|pers to announce that all new gross 
;premiums collected on policies dur- 
|ing the next eight months will be 
|invested in war loan bonds. These 
|purchases, the 975-line advertise- 
(Continued on Page 38) 


FACTS... 


@ Population 406,515, in 
May, 1942 (Chamber 
of Commerce). 


@ Industrial payrolls up 
52% (January, 1943, 
ever January, 1942). 


@ Employment up 23% 
(Jonuary, 1943, over 
January, 1942). 


@ Indianapolis annual in- 
dustrial payroll over 
$250,000,000. 


@ 105,000 workers in In- 
dianapolis industrial 
plants. 


@ Retail sales up more 
than 5% (1942 over 
1941). 


@ Spendable income 
$466,394,000. 


@ Per family income, 
$4,156. 


@ Farm incomes in the 
Indianapolis Radius 
up 51%. 

Industria! payrolls in 
the Indianapolis 
Radius up 38%. 


@ The News Alone Does 
the Job. 


NEW YORK OFFICE 
DAN A. CARROLL 
110 E. 42nd Se. 


oo 


A MARKET 


..»-A 1% BILLION DOLLAR 
BUYING INCOME MARKET 


DOMINATED BY THE INDIANAPOLIS NEWS 


in the Indianapolis Radius are 20,000 productive 


square miles... condensed for you in Indiana’s rich- 


est area. 


It is one of the most ideally balanced 


markets in the United States and has a buying in- 


come of one and a quarter 
It's ideally balanced between 


ture), 


ulation, » 52% and 48%. 


‘ 
. 


or over 30%. \ 


western market. 


\ 


The. News, Indiano’s 
‘ 


BILLION DOLLARS. 
industry and agricul- 


It’s ideally balanced between urban and rural pop- 


In Indianapolis, hub of this rich radius, spendable 
income today is $466,394.00 or $4,156 per family. 
This is an increase over 1937 of $963 per family 


‘No one industry “supports this rich, diversified mid- 
Your products sold to this market 
, \ 

today will be bought'now and AFTER the war. 


\ 
leading newspoper, first in 


daily, circulation, first in advertising linage, first 
in the hearts of Hoosierdom—does the job alone. 


ALL DATA 


FROM: @ BUSINESS REVIEW 
(ladiana ( wiverstty) 
@ SALES MANAGEMENT 
@ INDIANAPOLIS 
CHAMBER OF COMMERCE 


CHICAGO OFFICE 
J. E. LUTZ 
Tribune Tower 


Treasury, ‘SEP’ 
Pave Way for War 


Bond Spectacular 


Whirlwind Show 
to Highlight 
‘Four Freedoms’ 


(Picture on Page 43) 


New York, April 14.—The United 
States Treasury and The Saturday 
Evening Post, in cooperation with 
the nation’s leading department 
stores, have joined hands to in- 
augurate a whirlwind war bond and 
savings stamp promotion beginning 
April 26, built around the original 
paintings of “The Four Freedoms” 
by Norman Rockwell, famous 
American artist. 

Although a national operation, the 
“War Bond Show” will be directed 
locally by an outstanding depart- 
ment store in each key city as it 
tours across the country. 

In addition to Mr. Rockwell’s 
paintings, the show also includes: 


1. “Four Freedoms” commemora- 
tive covers for bonds and stamps, 
issued by the Treasury department 
to every visitor who makes a pur- 
chase. 


2. Tu those buying a minimum 
number of bonds and stamps de- 
partment stores will present a com- 
plete set of “Four Freedoms“ in 
full-color, page-size reproductions. 

3. Free prizes consisting of origi- 
nal Post art and bound manuscripts 
of outstanding fiction and articles 
autographed by the authors. 


4. An exhibition of original Post 
art featuring “Four Freedoms,” 
Mead Schaeffer’s “Men at War” 
series, a collection of paintings of 
yesterday, and the “Freedom 
Scroll.” 


5. Personal appearances of na- 
tional and local celebrities, and spe- 
cial events in cooperation with local 
organizations. 


6. A series of window displays 
highlighting “U. S. Fighters of Two 
World Wars,” a collection of uni- 
forms in miniature reproduced by 


ee 
Helen Virginia Meyer, costume his 
torian. " 

Showings will vary from one . 
two weeks, depending upon popula. 
tion and other factors. Each jnjtj.) 
performance will be preceded py . 
“pre-selling drive” to sell More 
bonds and provide advance pyp. 
licity. 

The show will first be presenteg 
by the Hecht Company, Washing. 
ton, D. C., beginning Apri] 9 
Strawbridge & Clothier, Phjj,. 
delphia, will be next to house the 
war bond spectacular about May 14 

New Yorkers will view it 4 
Rockefeller Center from June 4 
through June 13. Other cities op 
the schedule include Boston, Roches 
ter, Buffalo and Hartford. The Offi 
of Defense Transportation has re. 
quested the most direct routing 
possible to avoid unnecessary trans. 
portation. 

National publicity will be 4. 
phoned through the Washington 
headquarters of the War Saving 
Staff, with regional branche; 
authorized to develop intensive loca) 
promotion. An “advance” man wij} 
scout out the show and facilitat 
arrangements with civic, patriotic 
business and other organizations jp 
each city. 

Each department store will init). 
ate a series of full-page newspape; 
insertions during the exhibit, spot. 
lighting the event in its radio ad. 
vertising during the same period 
Basic window displays and poster 
will add impetus to the campaign 
The Post will foster a run of pro. 
motional advertisements in its own 
pagés. 

Other business enterprises desir. 
ing to participate in the show have 
been invited to place local adver. & 
tising whenever and wherever the 
event is scheduled. They will func. 
tion as “supporting sponsors.” 


‘Domestic Commerce’ 
to Become Monthly 


Domestic Commerce, weekly pub- 
lication of the Department of Com- 
merce, will become a monthly on 
or about May 1, Secretary of Com-} 
merce Jesse Jones revealed las 
week. The move was taken in line 
with recommended economy mes @ 
ures. S 

Its new format will be somewhaf 
larger than the present one, and the 
publication will be printed instead 
of processed. 


26,310 MANUFACTURERS 


Out of an average total edition of 53,659, Dun’s Review reaches 
The size of these concerns, as indicated by 
their financial ratings, and the title of the officers reached in each 
group, appear in the following analysis: 


26,310 manufacturers. 


Over $20M-— Under All 

$:25M $125M $20M _ Other Total 
Owner, Partner, Chairman 361 «-§25 «161 = 262s 11,309 
President 6,189 3,065 517 2,376 12,147 
Vice-President 649 ~— 165 24 199 1,037 
Treasurer, Secretary 1,639 = 6638 71 641 2,989 
Gen. Mgr., Mgr., Sales Mgr., 

Factory Mgr. 1,206 205 50 328 = «1,789 
District and Branch Mgr 685 II 2 39 «—«- 737 
All Other 3303 1,316 449 1,234 6,302 
Tota 14,032 5,925 1,274 5,079 26,310 


These figures represent a name-by-name check; 
the result of a projection of a sample. 


It is believed that the manufacturers in the $125,000 and over 
, of the top rated manufacturers of 
the country. The importance of this group is shown by a check of 
554 companies listed as having war orders of one million dollars or 
more: Dun’s Review reaches 596 executives in 402 of these companies. 


bracket, represent more than 85° 


In addition, the magazine covers 12,367 wholesalers; 4,630 bank- 
ing, financial and insurance companies; 4,457 miscellaneous; through 
20,092 presidents and more than 30,000 other executives. Detailed 
breakdown available, as well as evidence of unusual results secured 


by advertisers. 


DUNS REVIEW 


Published by DUN & BRADSTREET, Inc. 


NEW YORK 


290 Broadway 300 


SAN FRANCISCO 
300 Montgomery St. 


CHICAGO 
West Adams St. 


they are not 


BOSTON 
So Boylston St. 


LOS ANGELES 
607 South Hill St. 
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ADVERTISING AGE 


A MARKET OF 
Mass Consumers 


Made up of these institutions: 


HOTELS 

HOSPITALS 

SCHOOLS 

RESTAURANTS 
INDUSTRIAL CAFETERIAS 
COLLEGES 

HOMES AND ASYLUMS 
YMCA’s and YWCA's 
RAILWAY SYSTEMS 
STEAMSHIP LINES 
PUBLIC BUILDINGS 

and OTHER INSTITUTIONS 


and... FOR THE DURATION OF THE WAR 
—in addition to its regular circulation, INSTI- 
TUTIONS Magazine is being sent, without 


charge, to the following: 
. Supply Officers 


Quartermasters in the Army . . 
in the Navy . . . Post Quartermasters in the 


Marines . . . Purchasing Officers of the U. S. 
Maritime Commission . . . Purchasing Engineers 
of Procurement Offices . . . Superintendents of 
Veterans’ Hospitals . . . Purchasing Agents for 
Bomber and Other Industrial Plants . . . Man- 
agers of Industrial Cafeterias . . . Operators of 
Army Post Exchanges . . . Military Schools .. . 
and others engaged in the war effort. 


tutions . 


ee 


INSTITUTIONS Magazine for months past 
has keen conducting a survey to determine 
post-war planning of representative insti- 
. many of these plans are actually 
completed and merely await the release of 
materials, others are in the development 
stage. The general results of this continu- 
ing survey will be available upon request to 


manufacturers or their advertising agencies. AB WITHOUT 


IS HERE 


M anuracturers who are serving . . . or who 
are planning to serve .. . the institutional field need not 
wait until the post-war era to enjoy the benefits of a 
market which today is assuming post-war proportions. 
That market exists right now in the institutional field. It 
comes from mass feeding and mass housing as provided 
by both government operated and privately operated 
institutions. 


The institutional market was huge before the war. It is 
huge today and it will be even greater when the war is 
won. Even now it exceeds 6!/, billion dollars. 


Here are a few of the groups and factors which con- 
tribute to the mass consumer market available to you 
today. All of these are reached by INSTITUTIONS 
Magazine. They include... 


GOVERNMENT INSTITUTIONS—These consist of thousands of 
veterans’ hospitals, government buildings, and procurement divi- 
sions, plus hotels, schools, colleges, office buildings, hospitals and 
other institutions, formerly private but now operated exclusively 
for and by the armed forces. INSTITUTIONS Magazine reaches 
these top-priority purchasers. 


INDUSTRIAL CAFETERIAS—Here is a new and definite part of 
the institutional field. It results from the trend of war production 
plants toward the installation of employee eating facilities. Sup- 
plementing these are employee hospital dispensaries and, in some 
cases, employee housing. INSTITUTIONS Magazine is vital to 
Industrial Cafeterias now in operation. It also is read by those 
who are planning such cafeterias. 


HOTELS SERVING ARMED FORCES—Aside from hotels taken 
over by the government, there are those hotels which, while still 
privately operated, have turned over entire floors or sections for 
military personnel, These mass purchasers with high priorities, also 


are served each month by INSTITUTIONS Magazine. 
SCHOOLS WITH SPECIAL TRAINING COURSES—As in the 


case of hotels, there are hundreds of schools and colleges now 
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INST HIDDEN HUNGER 


Remodeling Plans f000 A ethed 


housing and feeding men in training for the services, in addition 
to their regular enrollment. INSTITUTIONS Magazine includes 
these institutions among its readers. 


HOSPITALS, INCLUDING THOSE INSTITUTIONS NOW BEING 
EQUIPPED FOR CASUALTIES—The importance of this classifi- 
cation is self-evident. In addition to existing hospitals, numerous 
other types of institutions such as hotels, clubs, etc., are being 


converted for hospital purposes. These also constitute a major 
division of INSTITUTIONS Magazine's circulation. 


CIVILIAN RESTAURANTS SERVING MILITARY PERSONNEL— 
Restaurants are receiving increasing recognition for their essen- 
tiality both through their feeding of military and war-worker per- 
sonnel and through the need for maintaining high civilian stand- 
ards. INSTITUTIONS Magazine reaches this important group. 


REPAIRS AND REPLACEMENTS—Because of greatly increased 
war-time service, all types of institutions have been subjected to 
an unusual degree of wear and tear. Consequently WPB restric- 
tions have been relaxed and these institutions are today expend- 
ing great sums for replacements and repair materials. Institu- 
tional managements look to the pages of INSTITUTIONS Maga- 
zine for assistance in these purchases. 


GROWING CONSCIOUSNESS OF ESSENTIAL CIVILIAN 
SERVICES—Institutions everywhere are continuously demonstrat- 
ing their importance to the war effort either through actual partic- 
ipation in war work or in performing many essential civilian ser- 
vices. These institutions are served by INSTITUTIONS Magazine. 


Manufacturers who are advertising to the institutional field today 
are not only enjoying the benefits of this huge mass feeding and 
mass housing market . . . they are building for themselves a pre- 
ferred position in this mass consumer market of the post-war 
period. This is a market which will be augmented by new con- 
struction, expanding facilities and large scale remodelling and re- 
placements, many of which even now are definite and beyond the 
planning stage. 


For complete details on this market and on INSTITUTIONS Maga- 
zine, the only publication reaching all related divisions of the 
huge institutional field, consult your advertising agency or write 
INSTITUTIONS Magazine, 1900 Prairie Avenue, Chicago. 
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Nelson Allays 
Fear of Industry 
Concentration 


Washington, D. C., April 14.— 
The ghost of concentration of indus- 
try, which walked the Washington 
stage this week after being revived 
by newspaper stories of vast and 
dread things to come, was officially 
laid to rest by Donald M. Nelson, 
chairman of the War Production 
Board. 

The board, he said, is proceeding 
upon no such plan of nationwide 
concentration. The reports on which 
the newspaper stories were based 
were confidential memoranda of the 
commuttee on concentration of pro- 
duction, one dated Nov. 19, 1942, 
and one Jan. 19, 1943. The com- 
mittee itself went out of existence 
three months ago, and the list of 
industries it studied do not consti- 
tute an agenda of concentration 
which WPB is considering. 


Adaptability Greatest Need 


Concerning concentration, Mr. 
Nelson said that WPB has made a 
continuous study on the subject, the 
one conclusion of which is that “no 
formula or general plan for the con- 


centration of a great number of 
industries is possible.” 

“The greatest single task of the 
War Production Board,” he con- 
tinued, “is to keep our production 
lines fluid. We must be able to 
change almost over night the kinds 
and qualities of the weapons we 
deliver to our warriors and our 
allies to meet the changing demands 
of war. Any concentration plan 
made three months ago would of 
necessity be out of date today.” 

Mr. Nelson said a new committee 
may be appointed to make a fresh 
start on concentration studies, with 
the object of determining whether, 
under present circumstances, con- 
centration is feasible or desirable— 
and, if so, in what industries. 

If WPB’s progress in this respect 
seems slow, he said, “it is because 
we do not want to disrupt the pat- 
tern of American industry without 
gaining correspcnding benefits. We 
must be sure that the savings de- 
rived are important enough to 
offset the damage to ‘individuals 
and businesses. When we can see 
that balance achieved in a particu- 
lar field, concentration will result.” 


Lines Already Affected 


So far, concentration has dipped 
into these fields: stove making, 


and typewriter production. 

The reasons why concentration 
has gone slowly, informed sources 
say, are (1) reluctance on the part 


clock making, bicycle manufactures 


of government to get to the dirty 
business of shutting down plants; 
(2) the lack of provision for arrang- 
ing the profits or income of the 
plants allowed to continue with the 
plants which are shut down. 

Mr. Nelson is reasonably reluctant 
to take upon WPB, even if he has 
the legal right, the financial wor- 
ries of figuring out equitable pool- 
ing arrangements. 

In industries which have high 
convertible potentialities, like the 
typewriter and _ stove _ industries, 
concentration poses fewer problems. 
In other fields, where conversion 
is next to impossible, and where the 
stopping of manufacture means an 
economic death sentence, the prob- 
lem is infinitely more complex, and 
the WPB is well aware of its rami- 
fications. 


Brown to Address 
AMA Chicago Chapter 


George H. Brown, assistant pro- 
fessor of marketing at the Uni- 
versity of Chicago School of Busi- 
ness, will be the featured speaker at 
the April 22 meeting of the Chicago 
chapter, American Marketing As- 
sociation. 

Mr. Brown, who has been con- 
ducting research on returns from 
advertising, will discuss “A Rational 
Guide to the Selection of Media, or 
Incremental Analysis as a Tool of 
Market Research,” 


Buick Salutes 


Its Dealers with 
One-Time Shot 


New York, April 14.—The Buick 
division of General Motors today 
used full pages in 34 newspapers 
across the country to pay tribute 
to its dealers who saw their busi- 
nesses nose-dive with the advent of 
war and stepped into vital war jobs. 

Run as a one-time shot, copy was 
headed, “Salute to a Solid Citizen.” 
It tells the way many dealers 
geared their shops to the special 
tasks of wartime car maintenance, 
doing an essential job of keeping 
civilian transports rolling. 

The text also emphasizes that in 
many cases these men actually 
operate small war plants and where 
mechanics once worked at servicing 
cars, machinery now hums on small 
but important production jobs. 

Arthur Kudner, Inc., is the 
agency. 


Starts Nashville Chapter 


Transportation Association of 
America has organized a central 
Tennessee chapter, with headquar- 
ters at Nashville. C. A. Craig, 
ehairman of the board, National 
Life & Accident Insurance Com- 
pany, has been named chairman of 
the group. 
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BE DUCED 
ERT1SING 


YOU’LL NEED A LONGER LADDER! 


Is that ineffectual 


little figure at the foot of 


the wall Y-O-U? Not if you've got your eyes 
fastened on that sunburst of facts and figures 


overhead! 


Read them ... 


study them well. 


They're your guide to the vast and profitable 
post-war Latin American market. That bewildered 


little man on the 


wrong side of the wall saw 


the handwriting too late to reinstate his cut- 


to-the-core advert 


ising schedule. Not so with 


the businessman who is alive to the trend of the 


times. 


Wideawake exporters are lengthening 


their advertising ladders TODAY. From now un- 
til peace dawns they will continue telling these 
Good Neighbors and Good Customers about their 
product. Use the *BPIC Specialized Export Pub- 
lications to land you on the right side of the wall 
for increased post-war business in the drug, auto- 
motive, engineering, construction and industrial 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK CITY 
(Affiliated with McGraw-Hill Publishing Co., Inc. and Chilton Co., Inc.) 


published monthly tn Span- 

ish, circulates to the Latin 

American INDUSTRIAL 
a feld. 


published monthly in Span- 
ish, circulates to the Latin 


AUTOMOTIVE TRADE 
Latin America. 


published monthly in Span- 


to the ish and circulating to the 
American CONSTRUCTION AUTOMOTIVE TRADE in 
field. Oceania. 


4 
published monthly in Span- 
ish and circulating to the 

in DRUG TRADE in Latin 
America. al 


Sell Publicon 
Free Enterprise, 
McKee Advises 


Chicago, April 15.—A_  roys, 
plea that advertising devote jj ;.) 
primarily to selling the free en}, 
prise system to the American peo; 
was presented to the Chicago Feq 
erated Advertis- 
ing Club today 
by Homer Mc- 
Kee, vice-presi- 
dent of Roche, 
Williams & Cun- 
nyngham. 

Mr. McKee 
said that giving 
free enterprise 
the green light 
for postwar oper- 
ations would be 
the best contri- 
bution that could 
be made to the 
returning sol- 
diers, sailors and fliers who will be 
looking for peacetime jobs after the 
war, and that it is necessary to put 
the case before the people to pre- 
vent permanent regimentation by 
the “brand busters” and “blunder- 
crats.” 

“The prime movers in this attack 
on the American free enterprise 
system,” he said, “aren’t, as many 
suppose, big men at all. They are 
dangerous little men, who are get- 
ting their first taste of power, and 
can’t carry their liquor. The polite 
name for them is ‘academic eco- 
nomic experimenters.’ A far better 
name for them would be ‘economic 
termites.’ 

“It is advertising’s job sincerely 
to present the real facts to the peo- 
ple, that the people themselves may 
decide, on merit, whether they want 
this country to be run permanently 
by government or by private enter- 
prise. 

“The people have got to be made 
to realize that they can’t be reli- 
giously free on Sunday if they are 
economic slaves the rest of the 
week.” 

Mr. McKee paid a tribute to the 
campaign now running in The Sat- 
urday Evening Post in behalf of free 
enterprise, and urged other media 
to join with advertisers in present- 
ing the story of what free enter- 
prise in America has accomplished 
for the general good. 


Glen Miller Heads 
Chicago Adclub 


M. Glen Miller, agency head, has 
been nominated for president of the 
Chicago Federated Advertising Club 
for the 1943-44 season. G. D. Crain 
Jr., publisher, ADVERTISING AGE, has 
been named first vice-president; 
Josephine Mutter, Hotel Sherman, 
second vice-president; and Edward 
A. Grossfeld, advertising manager, 
Baskin’s, third vice-president. 

The new secretary will be W. 
Lane Witt, advertising department, 
Crane Company. Chester L. Price, 
City National Bank & Trust Com- 
pany, was renominated treasurer. 


Two Join Garfinkel 

Elvin Ross and Dan Wheelan hav 
joined the copy staff of Sidney Gar- 
finkel Advertising Agency, San 
Francisco. 


Homer McKee 


VICTORY GARDEN 
STOCK PHOTOS 
Boge SH fete, Men 


MATION 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY COS 
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ADVERTISING AGE 


He arriven in Pittsburgh pretty tired after 
three successive nights in a Pullman upper berth. 

The assignment was to find 12,000 valves, 
three weeks overdue. He took a bus out to the 
valve shop, found the order waiting for valve 
stems. By long distancing Bridgeport, Conn., he 
learned that stems would be sent Saturday; also 
that a pump factory in Pittsburgh had some. 

He sold the pump factory on loaning him 
some stems until Saturday, carried them back 
to the valve shop, got the shop manager to 
start men assembling valves. Dinners with the 
shipping clerks and two pints of rye, got the 
valves packed after dinner. He rode the truck to 
the express office, stood around until the valves 
were loaded on the car... Then to the William 
Penn for a good night's sleep. 

The hotel had his reservation. Also a 
telegram . . . “Soandso slipping. Urgent you be 
in Buffalo tomorrow.” .. . 

“Can I get a compartment, section, lower— 
anything but an upper—to Buffalo, jpry\y 
tonight?” | Ml 

The porter phoned, and waited, yi 
and argued. ‘Only uppers left on the 47 ‘ay 
midnight, sir,”’ he said. aN) a 


George Enderby groaned, and took the 
upper On the way to the train gate, he looked 
over the newsstand. ‘““New American Magazine 
out! At least I'll have something worth while 
reading tonight.” 

George Enderby used to be the star salesman 


... People who give a damn- 


for an electrical appliance distributor in 1941, 
made almost $20,000 that year. The distributor 
is out of business. His star salesman is now an 
‘expediter” for an armament company, at $100 
a week. His job is to break up bottlenecks, 
push production on urgent parts, find materials, 
speed up shipments. 

He uses all the psychology he ever knew, 
all the tact he ever had, on tough 
guards, over-worked plant managers, — 
production men, machinists, railroad 
men. He has learned to find his way 


around dirty industrial districts, stock 
warehouses and rail yards. He has even learned 
to find his way around in Washington! 

Making sleeper jumps, living out of a suit- 
case, eating in cheap lunchrooms and factory 
cafeterias at all hours, his private life has become 
a fond memory and a future hope. With good 
luck, he spends every other weekend at home. 

Out in Winnetka, the upper floor of the 
Enderby house has been shut off all winter. Mrs. 
Enderby has learned to make one dollar do the 
work of four, is her own housekeeper and 
laundress, and now goes to the grocery herself 
rather than phoning. And the Enderby kids walk 
to school, have less spending money this year. 


So THE war is no picnic for the Enderbys. 
They saw it coming, felt it was inevitable and 
prepared themselves accordingly . . . And The 
American Magazine had much to do with their 


“1 AM A FLYING SNIPER” . . . by the anonymous 


twenty-three year old fighter pilot who has made more low-flying attacks on 


ground objectives than any other American flyer . . . A chapter of 
the war never told before . . . and something you'll remember 
for a long time . . . In the MAY issue, out now? 


THE CROWELL-COLLIER PUBLISHING COMPANY 


250 Park Avenue, New York City 


understanding, and acceptance of the changes. 

Like most of the readers of The American 
Magazine, the Enderbys are some of “the people 
who give a damn”, feel that their stake in this 
country is worth some sacrifice, that their 
future is worth fighting for. . . 

For such people, this magazine is planned, 
and produced, to tell intelligent Americans what 
they must know . . . exposing issues, interpreting 
current events, emphasizing values. 

That this editorial program was wanted, 
and works—is evident in the new status of this 
magazine. Readership has risen for every page, 
and every issue. Circulation is up almost a half- 
million in two years. 

And the advertiser fortunate enough to be 
in its pages this year is getting more attention, 
more interest, more acceptance, from the 
people who make opinion as well as sales . . . 
greater value than any other major magazine 
can offer! The evidence is in every issue! 


IN THE SERVICE oF THE MATION 


American 


WHAT WE'VE GoT 10 FACE—by HARRY HOPKINS 
MY NEW PLANS FoR RATIONING AND PRICES 
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Brown Doubts OPA. 
Power fo Enforce 
Grade Labeling 


Washington, D. C., April 15.—To 
all appearances, Lou R. Maxon has 
won his fight in the Office of Price 
Administration grade labeling bat- 
tle. The victory may be only tem- 
porary, affecting the 1943 pack, 
with the °44 pack still undecided. 

This week Prentiss Brown, OPA 
administrator, told a special House 
committee that he doubted if OPA 
had the legal right to enforce the 
grade labeling measures, although 
“members of my legal staff believe 
we have.” 

He declared that “it would be in 
the interests of all if the matter 
were taken care of in Congress.” 
Thus, Mr. Brown, politically well- 
seasoned from his years on Capitol 
Hill, opened wide a_ convenient 
avenue of egress for OPA, which 
has found the grade labeling con- 
troversy much too hot for comfort. 


Explains in Letter 


He read a letter he had written 
to Rep. Hampton Fulmer of South 
Carolina, in which he stated his 


doubts regarding OPA’s annie 
labeling authority and adding that 
“he did not wish to exceed the basic 
intention of Congress” in his direc- 
tion of OPA. 

It was Rep. Fulmer’s group, the 
House committee on agriculture, 
which last week rejected grade 
labeling for the 1943 pack (AA, 
April 12). 

Mr. Brown told the special com- 
mittee (the Smith committee inves- 
tigating actions of agencies exceed- 
ing Congressional authorization) 
that if Congress does not act upon 
grade labeling, then he feels it is 
his responsibility. 


Galbraith Favors Grading 


Also appearing before the com- 
mittee was J. Kenneth Galbraith, 
lanky, six-foot-seven OPA deputy, 
who heads the Henderson bloc fight- 
ing Maxon. Mr. Galbraith came 
out flatly for grade labeling as a 
measure to prevent hidden price 
increases and to enforce scrupulous 
observance of the dollars-and-cents 
price ceilings now being extended 
to most goods. 

But, despite the gradual swing to 
the Maxon banner, the attacks of 
professional consumer groups was 
felt at OPA. Dan Gerber, vice- 
president of Gerber Products Com- 
pany, and Norman Sorenson, an 
official of Coleman Canning Com- 
pany, handed in their resignations 
to Prentiss Brown this week. Both 


enson accused of reporting that the 
canners were delaying printing of 
labels in order to make grade label- 
ing impractical for this year. 

As a weary OPA official put it, 
“If Maxon wins the grade labeling 
fight, it doesn’t solve anything. 
Nothing’s going to be right around 
here until Brown either gets tough 
enough to throw out Galbraith and 
the other deputies, or throws out 
Maxon and goes back to the Hen- 
derson method of operating.” 


Airline Names Gilbert 


Northeast Airlines, Boston, has 
organized a public relations depart- 
ment with John P. Gilbert in 
charge. Mr. Gilbert resigned as 
vice-president and managing direc- 
tor of Knight & Gilbert, Providence 
agency, to take the new post. He 
was formerly with R. H. Macy & 
Co., Montgomery Ward & Co., 
BBDO and General Foods Corpora- 
tion. 


William Day Joins FC&B 
William L. Day, who for more 
than 10 years was vice-president, a 
director and creative head of 
J. Walter Thompson Company, has 
resigned as vice-president in charge 
of creative work for Benton & 
? Bowles, to join the New York office 


of Foote, Cone & Belding as vice- 
president and director. 


BASIC 


SONOVOX- 


A NEW 
AND 
ART... 


The other day an advertiser told us that he was not a 
prospect for Sonovow because his competitor uses it. 


Lord help us, what kind of foolishness is this?!? 


Vould he 


also have to forego 


a human announcer, or 


music, or the English language “because a competitor 


uses it’’? 


Sonovox is a new basic ar 


lated in new and more 
made more dramatic, 
effective. 


t by which words are articu- 


arresting voices—are therefore 
more 
Witness the Lifebuoy foghorn, the Wood- 


memorable and more 


bury singing violins, the Bromo-Seltzer talking train, 


etc., ete. 


If you are searching for ways to make your commer- 
cials more dramatic and effective, drop in at our New 
York, Chicago or Hollywood office, and let us give 
you a live demonstration. 


WRIGHT-SONOVOX, INC. 


“Talking and Singing Sound” 


x 
CHICAGO . 
FREE & PETERS, 


CHICAGO: «§ \ Mabeuwe NEW YORK: 
Fear 


kiin GA74 Plisa $4141 


24° Pare Ave 


NEW YORK 


SAN FRANCISCO: 


Sutrer 4554 


Seller 


HOLLYWOOD 


INC. Exclusive National Representatives 


HOLLYWOOD: 


Gladstone 4949 


SONOVOX PIONEERS 


Allied Mills, Inc. > Feeds) 
Louis E. ‘Wade, Inc. 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 


American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann Erickson, Inc. 


Bismarck Hotel 
Smith, Benson & McClure, Inc. 


Buick Motors Division, General 
Motors Corp. 
Arthur Kudner, Inc. 


Chicago, 7 ome St. Paul & 
Pacific R. 
Roche, Williams & Cunnyng- 
ham, Inc. 


Chick Bed Company 
ces Bed Litter) 
he W. D, Lyon Co. 


Colgate-Palmolive Peet Company 
(Vel, Palmolive) 
Ward Wheelock Co. 


Delaware, Lackawanna & Western 
Coal Co. 
Ruthrauf & Ryan, Inc. 


Walt Disney Productions 


Emerson Drug Company 
(Bromo-Seltzer) 
Ruthrauff & Ryan, Inc. 


bg votgeespen Brewing 
compeny ( gr and 
Dobler P Beers and Ales) 


Feltman-Curme Shoes 
Russell C. Comer Advertising 
Company 


Forum Cafeterias of America 
a J. Potts-Calkins & Holden, 
ne. 


Griesedieck-Western Brewery Co. 
(Stag Beer 
Ma-on, Inc. 


Grocery Store Products Sales Co., 
Inc. (Fould’s asgeqeent ores 
Campbell-Ewald Co., 

Chr. Hansen Laboratory, Inc. 
(Junket Quick Fudge Mix) 
Mitchel Faust Advertising 
Company 


Andrew Jergens Co. 
(Woodbury's Products) 
Lennen & Mitchell, Inc. 


Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 


Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 


Office of Civilian Defense 
(Region Six) 


Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Pan American Coffee Bureau 
Buchanan & Co., Inc. 


Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 


Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 
{in all broadcasts) 


Shell Oil Company, Inc. 
J. Walter Thompson Co. 


U. S. Treasury Dept. 


Universal Pictures Company, inc. 
(“Larceny With Music”) 


Warner Brothers Pictures, Inc. 
(Thank Your Lucky Stars) 


Velie-Ryan, Inc. (Nesbitt's 
California Orange Drink) 


2N. Gordon ATLANTA: 622 Palmer Bide 


Main $667 


had been under fire, with Mr. Sor- | 


Labor-Management 
Problems Tackled 
at Eastern Meeting 


Philadelphia, April 13.—Out of a 
bare-fisted labor-management war 
production conference held here 
late last week as a regional meeting 
of the National Industrial Adver- 
tisers Association, under auspices 
of Eastern Industrial Advertisers, 
local chapter, and those of Balti- 
more and York, Pa., came an under- 
standing that information is the 
key to more and better war produc- 
tion and harmonious relations 
between labor and management. 

The many facets of the war pro- 
duction problem were discussed 
frankly and pointedly by represen- 
tatives of labor, management, ad- 


vertising, government and the mili- 
tary. Intense interest in the 
subject was manifested in an 


attendance of over 700, larger than 
any national conference held by the 
association. 

Providing the backdrop for the 
day’s discussion, W. Ellison Chal- 
mers, acting chief of staff, War Pro- 
duction Drive headquarters, Wash- 
ington, reviewed the progress and 
some of the experience of war pro- 
duction drive programs now being 
carried on officially in over 2,100 
of the nation’s manufacturing 
plants. In these campaigns, he em- 
phasized, publicity can be of im- 
mense value in carrying to each 
worker the aims of the program 
with facts and with an emotional 
appeal which is the more powerful 
because it is realistic. 


Production Speeded Up 


Out of 13 months’ experience 
with the drive programs it has been 
demonstrated they have definitely 
improved production, they are mak- 
ing a record of improved industrial 
relations, and they are building 
worker morale. All this has come 
about through a better understand- 
ing of the viewpoints of both labor 
and management and their common 
objective, much of which is accom- 
plished by an intelligent use of the 
tools of advertising. 

Posters and printed literature 
used in war production programs, 
to be most effective, must be truth- 
ful, specific, newsworthy and 
human, asserted James T. Chirurg, 
president of the Boston agency 
bearing his name. Mr. Chirurg 
recently returned from England 
where he made a study of such 
campaigns in that country. The 
term “war production drive” is not 
used in England. There are no 
labor - management committees — 
they are ‘“work’s committees.” 
There are no morale building or 
educational programs — they are 
“informative” campaigns. 

Keeping workers well informed 
on all activities which affect their 
work is the chief factor in the Brit- 
ish equivalent of the war produc- 
tion drive. Men from the battle 
front are brought into the plants 
to tell workers what the soldiers 
are up against and how important 
equipment is to their success. 

Mr. Chirurg urged every adver- 
tising man to sell his management 
on an informative program to work- 


— 


ers and to keep it factual in refer- 
ence to the specific work 
done. 

Generally speaking, labor wel. 
comes labor-management comm) 
tees and has found advertising nn 
more cooperative than manage; 
in getting them established, de. 
clared Michael Harris, directo; . 
United Steelworkers of Ame: ca, 
District No..7, and president, Phj\).- 
delphia Industrial Union. The ;ea- 
son for this, he asserted, is becatice 
they are more open minded. The. 
most valuable phase of these com. 
mittees, he believes, is that they 
provide a means for workers {) 
suggest improvement in their jobs 
which results in quality and quan- 
tity production. Most workers, he 
said, do not feel they are indj- 
viduals, but rather part of the in- 
dustrial machine and as such 
believe that winning the war is 
part of their responsibility. Thus, 
where the production problem of a 
plant is submitted to them for a 
solution it is solved and results 
continue. As a result of such com- 
mittees, Mr. Harris cited a 65% 
increase in production in a stee| 
plant and an increase in pay to 
workers of 50% with no added cost. 
Another plant made a 400% in- 
crease in production without added 
equipment by working full shifts 
around the clock. 

One of the greatest problems 
facing labor-management commit- 
tees is that of adequately paying 
workers for adopted suggestions in 
relation to savings and production 
affected, Mr. Harris advised. Sug- 
gestion boxes have not worked out 
as well as a meeting of minds 
around a conference table, he ob- 
served. The greatest objective for 
labor and management, he believes, 
is to learn that they can live to- 
gether harmoniously. 

In discussing the postwar oppor- 
tunity for business, J. M. Bickel, 
chairman of postwar planning for 
Carrier Corporation, Syracuse, N. Y., 
said he would like to see the veil 
of mystery removed from postwar 
planning. Such activity, he pointed 
out, is not essentially different from 
the planning any progressive, far- 
visioned business should do any- 
time. The Carrier Corporation has 
approached the situation from three 
directions: (1) what should it man- 
ufacture; (2) how should it be sold; 
and (3) what is the government 
going to let it do. The place to 
begin to be effective in postwar 
planning, he advised, is in your 
own backyard and with a minimum 
of fuss. 


being 


nent 


“Not Spectacular” 


Despite the development of spec- 
tacular and dramatic products after 
the war, the major part of the em- 
ployment job will have to be done 
by those manufacturers who haven't 
any revolutionary developments in 
their laboratories, he pointed out 
“Food, clothing and shelter will 
still be popular; let’s see that we 
make them better and sell them fo: 
less money,” he suggested. “That's 
not spectacular, but it’s a simple 
way to help assure this postwa! 
goal of full employment for whic! 
we are all striving.” 


Accepts OWI Post 

Thurman L. Barnard, manager o! 
N. W. Ayer & Son, Detroit, has re- 
signed to accept a position as as- 
sociate chief of the Outpost Bureau 
of OWI in New York. 


IN THE SOUTH’S 


50,000 WATTS 


CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


THE GREATEST SELLING POWER | 


GREATEST CITY 


CLEAR CHANNEL — 
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ADVERTISING AGE 


18,938,525 Lines 


15,395, 831 dines 


18,343,026 Fines 


14,202,544, Lines 


11,740,172 Fines 


A slightly statistical friend took exception to 
the above chart... which was designed on the principle 
that the shortest distance between two points is a straight 
line and a straight argument. It lacks interim, he says. 
No nuances. No background. So we present... upper right, 
a more detailed production, with zigzag lines that leap like 
a chamois from peak to peak, and sally in every valley. 


Some people like graph lines that lead a simple 
life. Some are suckers for lines that seesaw. Others prefer 
pies or bars. The Big Moment, however, in any graph 
line is not where it started or strayed—but where it stops! 


Statisticians may mull over the medias res; 
the realist is interested only in the end of the line. . . 
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18,938,525 Lines 
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WE STRIVE TO PLEASE... 


in the rating farthest to the right, the late dated record. 


And buyers of advertising get little light or 
nourishment out of what a paper was when. You can’t 
buy advertising yesterday! 


Chart it any way you like . . . straight-line, 
seesaw, bars or split circles . . . the record puts The 
Inquirer first in Philadelphia as an advertising medium. 
It carries the largest volume. It delivers best for retail 
advertisers. It has grown every year for five years. 


Because The Inquirer has proved again and 
again to be the largest and best package of sales power 


in Philadelphia . . 
country and one of the best today! 


. the third largest market in the 


rad od 


, Philadelphia Anguiver | 7 ‘ 


* 


€ Ct menace 


National Advertising Representatives: Osborn, Scolaro, Meeker & Co., New York. Chicago. Detroit, St. Louis; Keene Fitzpatrick, San Francisco 
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April 19, 1943 


Present Peabody Awards 
at Ohio Radio Meeting 

The Fourteenth Institute for Edu- 
cation by Radio will be held at Co- 
lumbus, O., April 30 to May 3, 
under sponsorship of Ohio State 
University. General meetings will 
cover wartime and postwar radio 
problems, while group meetings will 
discuss various phases of radio, such 
as religious, agricultural, children’s, 
school, music and other specialized 
types of broadcasting. 

Presentation of the Peabody 
Awards will be made Saturday, May 
1, by Dr. S. V. Sanford, chancellor 
of the University System of Georgia. 
The awards were to have been pre- 
sented at the NAB Radio War Con- 
ference in Chicago, April 27-29, but 
it has been decided to transfer the 
presentation to the Ohio conference 
to fill the NAB portion of the 
agenda. 


Advertising Salesman 
Desires Connection 


Now employed — fifteen years’ experi- 
ence selling space in newspapers, maga- 
zines and trade publications. Have 
also held job as advertising manager 
of a manufacturing company. Suc- 
cessful sales record. Seeking oppor- 
tunity for advancement with reputable 
publisher. Draft exempt. Box 4053, 
ADVERTISING AGE, Chicago 
Racititesieneanaaiiieal 


AF A Convention 
Set tor New York 
June 28-30 


New York, April 15.—Plans to 
intensify advertising’s part in the 
war program and further the work 
of war advertising committees in 
local communities throughout the 
country, will spearhead the wartime 
conference of the Advertising Fed- 
eration of America to be held here 
at the Waldorf Astoria Hotel June 
28, 29 and 30. 

Visual demonstrations of war- 
time advertising presented by the 
Office of War Information, the Ad- 


vertising Council, and national 
associations representing various 
advertising media will be high- 


lighted at the three-day meeting. 

Chief subjects for the AFA’s con- 
ference will embrace cooperation 
with official government bodies and 
tying in with war programs. Speak- 
ers will include important leaders 
both in government and advertis- 
ing. 


Gets New Account 


General Aviation Supply Com- 
pany, New York, distributor of 
model planes, aviation equipment 
and games, has named Jasper 
Lynch & Fishel, New York, to 
handle advertising. Newspapers and 
magazines will be used. 


Council Campaigns 


fo Reduce Noise, 
Aid War Effort 


Advertising of Members 
Supports Plan; Cities 
Do Educational Work 


(Picture on Page 43) 


New York, April 15.—Reducing 
noise will help to win the war, the 
National Noise Abatement Council 
believes, both by protecting the 
frayed nerves of war workers in 
industrial plants and by enabling 
those on night shifts to sleep during 
daylight hours, and so the broad 
educational program of this active 
organization is now focused on aid- 
ing war production by eliminating 
preventable noise of every kind. 

National Noise Abatement Week 
will be observed May 30 to June 5, 
and the council, whose headquar- 
ters are at 9 Rockefeller Plaza, has 
enlisted powerful support in the 
campaign to increase national inter- 
est in the subject from the War 
Production Board, the Office of 
Civilian Defense and other govern- 
ment agencies. In addition, the 


GRAND RAPIDS... 


Michigan’s Second Largest City 


.. gets New "F 


Aluminum products are a vital 
war necessity, and Grand Rapids 
is producing a big share of Michi- 
gan’s output through the recent 
opening of a new $7,000,000 Ex- 
truded Metals Company plant. 


Other well known Grand Rap- 


. ( 


A BOOTH Newspaper MARKET 


through the 


000,000 Plant 


second largest city. 
Unusually complete newspaper 
coverage of this major Michigan 


Market is quickly available 


Grand Rapids Press. 


Total daily circulation (highest in 


ids plants are General Motors 


Stamping Division, Nash Kelvina- 
tor Co., American Seating Co.., 


Hayes Manufacturing Co., and 


Haskelite 


which add further employment and 


purchasing power to Michigan's 


Corporation, all of 


history) is 97,065. 


For further information on the 
Grand Rapids Market, and the 
Grand Rapids Press, call I. A. 
Klein, 50 E. 42nd Street, 


New 


York, or John E. Lutz, 435 N. 


Michigan Avenue, Chicago. 


NOISE STOPPER 


The 1943 poster of the National Noise 
Abatement Council, painted by Howard 
Scott, stresses the war production angle 
of noise prevention. WPB supplemented 
the council's supply by having 250,000 
additional copies printed for distribution. 


United States Public Health Serv- 
ice, which is preparing to issue a 
manual on industrial hygiene, has 
endorsed noise abatement as an 
important factor in preventing ex- 
cessive fatigue, impaired hearing 
and emotional disturbances. 

The National Noise Abatement 
Council has been working success- 
fully for a number of years to inter- 
est municipal authorities, industrial 
executives and the public generally 
in the elimination of preventable 
noises, and many of the leading 
cities of the country compete en- 
thusiastically for the awards made 
each year for the greatest progress 
recorded on the noise abatement 
front. 


Study Effects of Noise 
While the council was organized 
and is supported by manufacturers 
who are interested in the field from 
a marketing standpoint, its work is 
entirely non-commercial and em- 
ploys scientific studies of the effects 
of noise on traffic accidents, indus- 
trial safety and public health gen- 
erally as the basis for its educa- 

tional and publicity program. 


Sam L. Hooper, of Remington | 


Rand, is president; George P. Little, 
sales manager of the acoustical 
division of Celotex Corporation, is 
vice-president; W. L. Manning, of 
the Burgess Battery Company, is 
treasurer, and F. Edgar McGee, of 


| Remington Rand, is executive sec- 


retary. The advisory committee is 
made up of leading authorities on 
engineering, psychology and public 
health. 

While the council does no adver- 
tising directly, many of the compa- 
nies which cooperate as sustaining 
members are promoting the idea of 
noise prevention through their 
advertising campaigns. A _ typical 
contribution to the idea is a double- 
page spread of the Celotex Cor- 
poration which appeared in the 
April 5 issue of Time. Headed, 
“*Give us quiet, please,’ ask Ameri- 
ca’s wartime workers,” the adver- 
tisement points out that the handi- 
cap of needless noise, great enough 
in peacetime, is amplified many-fold 
under the emergency pressure of 
urgent wartime demands. 

“Noise distracts and _ disturbs, 
causes fatigue and delay, invites 


| 
——__ 
accidents,” the copy Says. “Nojce_ 
frayed nerves hamper instryct;, 


tio 
contribute to errors, throw judg” 
ment off balance, render dispositions 


irritable.” 
Advertisers Feature “Wee” 


Johns-Manville Corporation will 
feature National Noise Abatem 


Week in its network news pr; oan 
by Cecil Brown, and other pubicity 
will be employed by companies |ike 
Servel, Inc., United States Gypsum, 


National Gypsum, Sparks-Withing- 
ton and the Bigelow-Sanford Carpet 
Company. 

The noise prevention idea is 
important as a basis for market 
development of many types of prod. 
ucts, in and out of the acoustica 
field, that Celotex, for example, js 
developing the theme that soung 
conditioning is just as important to 
the home owner and the industria]. 
ist as air conditioning and light con- 
ditioning, two-factors in improved 
living and production which have 
become widely accepted. 

The 1943 poster which the council] 
has turned out, and which is being 
featured in window displays jn 
many cities, was painted by Howard 
Scott, and emphasizes the war pro- 
duction angle of noise prevention. 
“Noise wastes energy, - dissipates 
manpower, slows war production,” 
the poster declares. 


WPB Uses Poster 


This theme was regarded as so 
important by the War Production 
Board that to supplement the sup- 
ply of posters produced by the 
council, WPB printed 250,000 addi- 
tional copies through the Govern- 
ment Printing Office, so that it will 
have record-breaking distribution 
in industrial plants and elsewhere. 

An equally effective and _ in- 
triguing poster, intended for use 
in the windows of war workers 
on the night shift, features the ap- 
pealing message, “Quiet, please. 
War worker sleeping.” This poster 
was produced by the Greater Chi- 
cago Noise Reduction Council, while 
a similar design was turned out by 
the national body. 

A booklet summarizing current 
efforts to assist war production 
through noise reduction, “Stop 
Needless Noise,” has been given wide 


distribution. 

About 50 cities have organized 
|local groups which are working to 
‘educate the public to the impor- 
tance of noise reduction in general. 
Mayor LaGuardia of New York 
has been one of the most out- 
spoken advocates of noise reduction, 
and in 1942 the police department 
of Greater New York made 32,000 
arrests and issued 255,000 sum- 
monses for making unnecessary 
noises. While noisy automobile 
horns led as a cause for warnings, 
unduly loud radios were second. 

Last year plaques were awarded 
to New York, Cleveland, Memphis, 
Charleston, W. Va., and Jackson- 
ville, Fla., as winners in the various 
population classifications. This year, 
in view of the added interest due 
to the emphasis on assisting war 
production, partcipation in the com- 
petition is expected to be even more 
widespread. 


Klaus Joins Emery 

Erwin H. Klaus, formerly with 
Koster Advertising, Washington, 
D. C., has joined Emery Advert's- 
ing Company, Baltimore, as copy 
chief. 


market. 


Chicago, for— 


there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers. 
offers advertisers a new and highly responsive 


Advertisers now find a new newspaper “buy” in 


— You need The Sun in any newspaper combina- 
tion to coves Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


\ 


CHICAGO'S MORNING TRUTHpop*” 


Tue Brannam Company, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, 
Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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ADVERTISING AGE 


If you were a columnist og 


eee) which magazine would you pick as } 


gs THE MOST IMPORTANT IN AMERICA? 
ee: 


whose column, 


i nn, 
Walter Lippme ’ appears in the 


: d Tomorrow, ; 
Fsaaiy, Herald Tribune and over 


- “T always 
ers, says: a) 
other newspape — 
ve Time. It contains more wyere se 
on more subjects than any other p 


” 
tion in the world. 


First OF ALL, if you had a daily or weekly think-piece to write, 
you would probably be reading a /ot of magazines. 


You'd be reading them for lots of different reasons, too—perhaps to get the 
feel of being on the spot where important things were happening in this crowded 
year... perhaps to absorb the all-over picture of what was being written, 
preached, invented, painted, and argued over, all around the world... perhaps 
to tap a new line of thought that might set you writing a fresh, different, 
stimulating column to meet tomorrow’s deadline. 


No surprise, therefore, was the vote of America’s newspaper 
columnists when they were recently asked ‘‘What in your opinion 
is America’s most important magazine?’’ No surprise that they gave 
Tie Aesce as many votes as any other magazine, more votes than the 
next five combined. 


And a subsequent survey shows they like Time Jester than any 
other magazine they read —give Time 160% as many first-choice votes 


as the runner-up. 
* * + 


The above is another link in the chain of evidence* that Amer- 
ica’s most important people read Time... prefer TIME... regard 
Time as America’s most important magazine. Time is grateful for 
this vote of confidence—will do its best to deserve the continuing 
support of America’s most important people.”’ 


TIME 


THE WEEKLY NEWSMAGAZINE 


am w, x . 
Working in.” 


1ese key groups all vote Time “America’s most important magazine!” 


(Perhaps because each week Time does the most important job a 
magazine can do—and does it for America’s most important people.) 


*EVIDENCE PREVIOUSLY SUBMITTED: 
Corporation Officers and Directors 


ry ' Louisville 
Newspaper Editors + Radio Commentators reel gill Cunninghom rode papers): 
. . ba , y ” ° ° 4 0 
People listed in “Who’s Who” + General Magazine Editors Ming Courier-Journal and ‘er to cover as an nek 
College Presidents * Members of Congress “JT read TIME from cove ‘ 


tv It saves hours ot 


| information 


Mayors of U. S. Cities 


EVIDENCE HEREWITH: 
Newspaper Columnists 


COMING SOON! 
Members of American Medical Association 
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Baumgold Names Agency 
H. W. Fairfax Advertising 
Agency, New York, has been ap- 
pointed to direct all advertising for 
Baumgold Brothers, New York dia- 
mond cutter and importer. An in- 
tensive campaign will soon be 
launched employing business papers 
in the jewelry, engineering, elec- 
tronic and other industrial fields. 


Direct mail will also be used. 


Straub Joins 
Outdoor Advertising 
George W. Straub, Chicago artist, | 


Wrigley Airs 
Special Show for 
Waac Recruiting 


New England Program 
May Pave Way for 
National Promotion 


on parades and evening shows of 
Army and Waac personnel, the 


|objective being to familiarize New 


England women with the duties and 
functions of the Waac, and to step 
up enlistments in this branch of the 
service. 

Recalling Wrigley’s 


“Spreading 
New England’s Fame” 


radio pro- 


| gram of a year or so ago, the Army 
asked the Wrigley company to tie | 
up with the promotional program if} 

| possible. 


As a result, Wrigley de- 
veloped a special “Waac Caravan” 


|show being heard nightly at 5:45) 


over CBS New England outlets for 
four weeks, and put together a com- 


Convinced that women are most 
likely to join the armed forces 
because of their desire to work with 
and alongside their male com- 
patriots in hastening the day of 
Victory, the entire Waac promotion 
has been carefully planned to build 
up the note of joint effort and 
patriotic cooperation between the 
male and female divisions of the 
Army. The poster, for example, is 
headed “Together,” and shows a 
soldier and a Waac marching shoul- 
|der to shoulder. The radio program 
is a man’s show definitely slanted 
at women, with Brent Morrison of 


—— 


“SERVING TOGETHER 


B 


First Nighter fame doing the “com- 


has joined Outdoor Advertising,! Chicago, April 15.—Wm. Wrigley | plete merchandisng program de-|mercials” and an all-male show, 
é! 7 Inc., Chicago, as art director. Jr. Company, which has an out-| signed to sell enlistments to eligible including Army singers and an| 
‘eae : Mr. Straub succeeds Joe Benge, | standing record of cooperation with | women. Army quartet providing the enter- 


who has joined Maxon, Inc., Chi-| various branches of the government | 
cago, as account executive. through advertising and promotion Every program also includes a 
geared to war objectives, moved| The program is being broadcast brief dramatization of some particu- 
into still another phase of war serv-|from 15 New England cities, with |lar portion of a Waac’s duties, and 
ice advertising last week when it| advance work in each city develop- | here again the emphasis is placed 
cut the New England network off|ing a list of interested girls who|0" Working with soldiers and offi- 
the list of outlets for “Keep the/are invited to attend the perform-|‘¢'s: Every effort is made to con- 
Home Fires Burning,” Ms manpower | ances. Specially designed three- vince eligible prospects that service 
show on CBS, and developed a spe-| sheet posters—designed and pone the Waac means service with 
cial four-week New England radio| pleted in a single week—have also | #4 in cooperation with men. 
show to tie up with the Waac|been developed for the area, de-| AS is the case with most of the 
recruiting drive currently being : war objective advertising in which 


; voted entirely to the Waac enlist-| : 
staged in that section of the country|ment theme, and in addition the| Wrigley has engaged, commercial- 


by the First Service Command of |ism in the Waac drive is notable 


: comprehensive Wrigley mailing list | WA AC 
the United States Army. The posters carry 


of retailers has been turned over to | for its absence. ep WOMENS ARMY AUXILIARY CORPS-US ARMY 
The current four-week drive fox|the Army for use in mailing Waac,| Merely a small credit line to Wrig- ee ee 
Waac enlistments centers around | literature. The Wrigley sales or-|ley at the bottom, and the only 
a “Waac caravan” developed by the| ganization in New England is coop-| Wrigley mention on the radio show | Three-sheet t +l : 
First Service Command, which is/erating with the Army in the) is the opening announcement to the | ip New England whoa an ke 
touring New England and putting! recruiting campaign. |effect that the program “is brought | Co. is conducting e special Sapoign 


to aid Waac recruiting. Otis Shepard, 
| Wrigley art director, produced the 
poster. 


tainment. 
Broadcast for 15 Cities 


TOGETHER 

Serve with our 

fighting army 
JOIN THE 


“WFEDF, Flint, Michigan, says I 
should give up my gasoline for 
you men in uniform.” 


to yOu as a wartime service by the 
makers of Wrigley chewing gum,” 
and a similar closing announcement. 

Currently Wrigley has four war 
service programs on the air. In 
addition to the special Waac re- 
cruiting show, the manpower show, 
“Keep the Home Fires Burning,” 
continues five times weekly over 
CBS; the Navy gets the benefit of 
'“The First Line,” and the “Sergeant 
Gene Autry” show does a job fo 
the Army air corps. All of these 
programs are on CBS networks 

Results obtained in the Waac 
recruiting drive are a_= military 
secret, but they are reported to be 
good, and it is possible that the 
promotional theme developed in 
New England may later be used 
nationally by Wrigley for eithe: 
| Waac or Waves recruiting, or possi- 
bly both. 


| Named Sales Manager 


Al Campbell, formerly with Man- 
ning, Maxwell & Moore, Bridgeport, 
Conn., has been appointed sales 
manager of Kieley & Mueller, North 
Bergen, N. J., manufacturer of eng'- 
neered pressure and fluid contro! 
specialties. 


SHE’S THE KEY 
TO THE 
WARTIME | 


Parker-Allston Named 
Alan H. Bonito & Co., under- 

_writer of inland marine, fire and 

|casualty insurance, New York, has 


MARKET PUZZLE 


KEEPS THE HOME 
IN FIGHTING TRIM! 


jappointed Parker-Allston  Asso- 
|ciates, New York, as advertising 
| counsel. 
THE MAY COMPANION "FE; - | 
ind the woman! 


When you do, all the other pieces of the puzzle quickly fall into 
their places. The whole wartime market picture is simplified. 


When Color Plates 


are to be made from 


ise wee expensive and 
time-wasting problems 
frequently arise. But a fine 


Chromart Print 


made from your Koda- 
chrome gives you the 
straightforward production 
routine of black & white. 


But the woman is busy. She has taken over the job of Economic 
Director of the Home Front... a post formerly shared by her 
men in the armed forces and war industries. 


Our country-wide network of Reader- 
Reporters tell us what women want—and 
here are just a few high-lights of this 
practical, usable service package for May: , 2 _ ; | 
“Combat Ration Family Style.” is a nutri- So you'd better talk to her when she’s in the mood. . . actively 
tion guide with a wartime twist. “Are You looking for help, guidance and information in her man-sized job. 
Up on Your Feet?” stresses foot care and 
proper shoes; a big special portfolio ties 
in with the National Baby Week, with 10 
pages—editorial and advertising—on infant 
food, clothes and training. ALSO, the first 
personal-experience account of the new 


Where does she look? Well, there’s been a 4-to-1 gain in high 
readership of women’s magazines since the home front went to war. 
And the mounting piles of reader mail at the Companion office 
tell their own eloquent story. 


painless child-birth technique which is at- As her problems multiply amid goods shortages, so do the 


opportunities of Companion advertisers to help her solve them. Those 
who serve the woman well in her hour of critical need and vast | 
responsibility, will win and hold her abiding gratitude and patronage. 


tracting medical attention all over the A Chromart Colorprint is 
superb art-copy that can be 
lettered-on. pasted into art- 
work, retouched, dramatiec- 
ally displayed ...a 


Kodachrome Film cannot. 


country. There’s a lot more, including a 
movie-bound Long Short Story about life 
and death in Occupied France, and second 
installment of Clarence Budington Kel- 
land’s enthralling mystery, It’s all ear- 


Write! 


PHOTOCHROME 


837 N. Fairfax. Hollywood 


: 6 Prices start at $38. 
marked in advance to meet specific known 


ry an ‘7 | 
Moma Me 


needs. 


< ompanion 


UNDERSTANDING WOMEN IS OUR FULL-TIME J08 
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a REMINDER: Earmark the advertising budget to include cycle of pages to run regularly in 

- The United States News, when unrestricted paper stock is again available. 

n Relief from paper shortage is 24 hours nearer than it was yesterday. - 
_ An Armistice is 24 hours nearer than it was yesterday. 7 
ve Active competition is 24 hours nearer than it was yesterday. 


In time of war prepare for peace—and peace, according to the best thought will come this time in 
two chapters—Germany first, then Japan...... That means a period of transition—a period when 
part of American industry will start on the long road towards NORMAL while another part will still 


be actively producing war materials. 


* 


It will take a long time before the world settles down to 
what might be called normal business again. Churchill 
estimates the TRANSITION PERIOD at about four 
years. 


But whatever the period, one thing is certain. The con- 
tinuing need for reliable information with respect to gov- 
ernmental action will be more important to the indus- 
trialist, the business man and the banker than ever be- 


fore. On the first day of the TRANSITION PERIOD 
The United States News becomes even more indispen- 
sable* than it is at present. 


The readers of The United States News—your most im- 
portant prospects—are keen to know about you, your 
products and your services. Earmark a schedule to be- 
come effective when our principal raw material—paper 
stock—is available again. 


During the last six months of 1042 approximately 
5,000 subscriptions were entered for periods of 
‘wo years or more... At present there is a waiting 
ist of 5,000 persons whose requests for subscrip- 
‘tons have been received but not entered due to 


‘aper restrictions. ii 
l/ “tell 
§ tates 


DANIEL W. ASHLEY, VICE PRESIDENT IN CHARGE OF ADVERTISING 


‘HE ONLY WEEKLY NEWSMAGAZINE DEVOTED ENTIRELY TO NEWS .OF NATIONAL AFFAIRS 
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The New York Boycott Case 


The announcement by the De- 
partment of Justice in Washington 
that fines of $80,000 had been as- 
sessed against the New York City 
Retail Dry Goods Association and 
15 member stores after they pleaded 
nolo contendere to an information 
charging them with violating the 
anti-trust laws by boycotting the 
New York Times carries implica- 
tions of wide significance not only 
to advertisers and media, but to 
business in general. 

Violation of the Sherman anti- 
trust law, which prohibits combina- 
tions in restraint of trade, has usu- 
ally been alleged because of collu- 
sion in the marketing field, but this 
is not the first time that combina- 
tions to control buying operations 
have been attacked under this law. 
The Department of Justice has in- 
cluded charges relating to alleged 
attempts to control prices paid for 
materials in anti-trust actions taken 
at various times against companies 
in the tobacco, meat packing and 
other industries. 

Since many of the practices 
which may involve violations of the 
anti-trust law originate in the work 
of trade associations, and since the 
latter frequently work both in the 
field of marketing and in the stand- 
ardization or improvement of ma- 
terials or supplies used by the in- 
dustry, it is obvious that trade 
groups may be skating on thin ice if 
practices recommended to their 
members are adopted under condi- 
tions which support the charge of 
collusion, combination or conspiracy 
to control or prevent free competi- 


tion. 


Trade associations in general have 
performed extremely valuable work | 
in behalf of their industries and the | 
public, but since the machinery for | 
price control, either on the selling | 
or the buying side, may be set up 
most effectively through their or- 
ganizations, it is evident that adop- 
tion of policies leading immediately 
to concerted action which may re- 
strain free and open competition in 
any direction may invite prosecu- 
tion under the Sherman act. 

Business is committed to the sup- 
port of the free enterprise system, | 
which in turn depends for effective | 
functioning on free and open com- 
petition. Since we cannot eat our 
cake and have it too, it is evident 
that if business intends to enjoy the 
advantages of free competitive en- 
terprise, it must be prepared to 
make the system work. Coopera- 
tive action by trade groups is often 
important and beneficial, but it 
raust be in directions which do not 
interfere with the operation of the 
competitive system. 

It should be remembered, too, 


that while New York department 
stores have been penalized for at- 
tempting through boycott to deter- 
mine advertising rates in an impor- 
tant medium, similar action could} 
readily be taken if media and sup-| 
pliers sought through concerted ac- 
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No. 2121. Performance 
KDKA. 


Station KDKA has issued this 
booklet, which contains a series of 
coverage maps picturing the indi- 
vidual results of nine specific radio 
offers made at different times of day 
with several different types of pro- 
grams. 


Maps by 


"What did you wish to see him about?" 


No. 2142. It Just Grows and Grows. 


The Star Weekly, Toronto, has 
issued this circulation analysis by 


—Southern Automotive Journal 


Ad-libbing 


Signs of the Times 

Here’s the newest example of 
advertising in reverse—a four-col- 
umn bit in the newspapers of La 
Crosse, Wis., advising the public 
that the military has moved in to 
such good effect that civilians will 
have to get along without dry 


DRY CLEANING 
UNTIL FURTHER NOTICE 


The dry lead from civilians and from Camp McCoy 
hes 80 tremendous that in spite of all of our efforts to 
continue to render service we are forced to ask the public to 
cleaning until further notice. Most of our 
working 


i 
fi 
t 
i 
| 


We feel it our patriotic duty to handle the work from Camp 
McCoy first and assure you that we will do everything mm our 
power to speed things up so that we can again give service to 
the public Just as soon as possible we will make an announce 
ment of the date when we can agaih accept crrilian dry clean- 
img If at all possible, this announcement will be made in not 
more than a week or so. 

Your response to our previous fer cooperation has 
been wonderful We are grateful for this We hope 
that when we can again accept your work, you will again co 


By 
? 


Notice Does NOT Affect 
LAUNDRY WORK! 


cleaning for a while. “Most of our 
plants have been working 24 hours 
per day but at present the situation 
has become so critical that we do 
not even have room to store the 
work coming in and still leave 
working room to handle what is 


provinces, major city markets, and 
in cities of 10,000 to 25,000, showing 
total families, English families, cir- 
culation and per cent of coverage of 
English-speaking families in the 
vention-at-home addicts. Instead | Dominion. 
of convening for two-day meetings, 
58 Pabco representatives will lock | N°- 2117. Summary of the Census 
themselves in their own homes (the of Circulations. : ’ 
company hopes!) and hold theirown| The Los Angeles Times has issued 
one-man sales meetings, aided by | this study, which presents an analy- 
|notes for a two-day program and a| Sis of newspaper reader characteris- 
special portfolio called “Pabco in a| tics as determined by age, sex, race, 
Nutshell,” which explains the com- | Occupation, income, etc., and shows 
pany’s war activities and its manu-| the changes in population charac- 
facturing, selling, merchandising | teristics made in the past two years. 
and advertising plans for 1943. 
To insure readership of the mate- | No. 2087. Check-List of Facts on 
rial, a special quiz sheet is enclosed, WBZ. 
with a prize offered for the best| The scope of the Boston market is 
answer to an unspecified question. | brought out in this folder, issued by 
After the salesmen dig the material | Radio Station WBZ, with facts about 
out of the portfolio, they will hold | People, buying power and business 
meetings of jobber salesmen in their | activity. Facts about the station's 
districts to explain the program. | facilities and coverage of the terri- 


tory are included. 
Profit and Loss 


No. 2130. Iowa Grocers Survey and 
The knotty-browed packaging Iowa Druggists Survey. 
manufacturer who has developed! ‘hese surveys, issued by Station 
acid indigestion from subsisting on WHO, Des Moines, present a picture 
a diet of paper restrictions, may | o¢ the retailers’\—grocers and drug- 
find sadistic solace in the thought gists—own preferences of media 
that 1,800,000 couples married in| yseq by manufacturers for advertis- 
1942 will be unable to celebrate ing support. 
their first and generally called 
“Paper Anniversary” this year. 
Due to wartime allocations, newly 
shackled husbands will have to} 


No. 2083. How You Can Help Your 
Retailers Solve Their Wartime 
Problems. 


humor their brides with sentimental This “war album,” issued by As- 


_knick-knacks other than the cus-/| sociated Business Papers, reports 


tomary paper table sets, tender | some of the problems facing retail- 
anniversary parties, and dinners in| ers today, and shows, by examples, 
paper highlighting paper cups, con-| how advertisers and editors are 
tainers, dishes, napkins and table| helping to solve those problems 
cloths. 
Thoughtful mates may be able to| No. 2085. 
‘comfort crestfallen wives by ex- | Figure. — ; 
| plaining that this marital institution| Radio Station KYW has issued 
‘has gone the wartime way of a| this folder, which contains a map of 


Philadelphia’s Classic 


tion to control prices, rates or other| already on hand,” the advertise- | thick T-bone steak and a classy pair | the Philadelphia trading area, with 


factors involved in their services.|ment says. The pressure is due to|of nylons. But we doubt it! 
| —-« . 
Cases are already on record where|the volume of work from Camp) 


the anti-trust laws have been in- 
voked to break down organization 
structures which were declared to | 
be monopolistic or intended to de- 
feat competition. 


The Independent Retailer 


Personal observations on the im- 
proved position of the independent 
merchant as the result of shortages 
of goods and rationing of food sup- 
plies and other commodities have | 
been confirmed by the consumer 
analysis of the Milwaukee Journal, 
based on studies among housewives 
in the Wisconsin industrial center. 

The number of housewives re- 
ported to be trading principally 
with independent grocers rose from 
42.56% in 1942 to 48.62% in 1943, a 
leap in popularity which may be at- 
tributed with good reason to the 
changes which have come about in 
the food distribution situation under 
the pressure of wartime 
gencies 

The independent merchant is 
sometimes at a 


strin- 


disadvantage in 
terms of prices, and therefore holds 
his dominant position in all lines of 


retailing because of other factors. 
These include services of various | 
kinds, but even more important is 
the intangible based on personal nicl 
lationships. And now that the 
housewife is buying in person rather | 
than over the telephone, the retailer | 
has an opportunity to build good | 
will of a particularly important] 
character by letting the consumer | 
understand that he is taking a per- 
sonal interest in her welfare. 

The bigger business gets, the more 
important personal considerations 
become. Thus no matter how ef- 
ficient, in the technical sense, com- 
petitive systems of distribution may 
be, the fact that the independent 
merchant, especially of the neigh- 
borhood variety, knows his custom- 
ers as “Mrs. Jones” and “Mrs. 
Smith” may be even more impor- 
tant to them than to him. 


McCoy. 
Is It Still News? 


“When the ‘Chairman’ takes time 
out these busy days to ‘talk across 
his desk’ about his company and his 
country to his 14,000 employes, 
35,000 stockholders and his 2,311 


| boys and girls in the service—that’s 


news!” Thus begins a form letter 
from Continental Can 
enclosing a booklet from Carle C. 
Conway, chairman of the board and 


president of the company, in which | 


Mr. Conway speaks clearly and dis- 
tinctly, as well as forcefully. Mr. 
Conway always does an excellent 
job of speaking, and this booklet 
is no exception. 

But we're interested in the asser- 
tion that when a representative of 
management takes time out to talk 
to his employes, stockholders and 
service men about his company and 
his country, that’s news. We are 
not prepared to dispute the fact that 
such an action is news; but, our 
feeling is, it hadn’t ought to be! 


Convention at Home 

The Paraffine Companies, San 
Francisco, maker of Pabco lino- 
leums and similar products, is the 


latest addition to the ranks of con-' pany... 


Company | 


|a description of the production and 
buying power of this territory, and 

Jottings a map of what is termed the sta- 
Pfc. R. C. Rockafellow has taken | #0"’s “custom tailored” coverage 


_to winning dollar bills in the per-|No. 2126. A Miracle Farm Marke'. 
ennial jingle contest conducted by| station WDAY, Fargo, N. D., has 
;Glad Rag Products Corporation, | jgcyed this booklet, which tells wh) 
New York. This is interesting be-|the Red River Valley is called a 
cause Pfc. Rockafellow is the son | miracle market, giving figures ©! 
of Ralph Rockafellow, copy chief at value of farm lands and buildings 
Reiss Advertising, which handles| and retail sales. A county tabul:- 
the Glad Rag account. . . tion shows WDAY’s coverage, w!'! 
If only enough good _ speeches 
| were made, the volume of advertis- 
ing would probably go up substan- 
tially. The latest evidence we've)! No. 2111. 
seen of the purchase of advertising Foghorn. 
| space to reprint a speech was a full Free & Peters has issued this bro- 
page in the Tulsa World, bought |chure, which tells the story °f 
and paid for by Herbert Forrest,|Sonovox, the acoustical devel: 
president, Glencliff Dairy Products | ment which puts the voice of almo:t 
Company, to reprint the March 17/any kind of animal, machine °' 
speech of Frederick C. Crawford, | musical instrument into words. I°’: 
president of the National Associa- | the story, specifically, of Lev”! 
tion of Manufacturers. . Brothers’ use of the device for t!” 
Perhaps you've already heard of | Lifebuoy program. 
the unique manner in which Acme 
Steel Company turns its dividend| No. 2147. Iowa Grocers Vote 
check enclosure into a miniature Advertising. 
house organ. The enclosure has a| Station WHO, Des Moines, 
die cut which permits the name and |issued this folder, which is ba 
address on the check to show on replies to a survey conducted 
through, while the remainder of the | the Iowa Retail Grocers and Mé« 
letterhead-size sheet carries pic-| Dealers Association, and gives Io 
tures and items about the com-| grocers’ answers to “Which mediu" 
‘helps sell the most goods for yo! 


population and sales data for p:- 
mary and secondary areas. 


The Story of the Talki:g 
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He won't find a lady hermit 


’ y. two youngsters are wonderful company, 
but they certainly do keep me tied down. 


“"T honestly find it easy to go for days thinking 
only about them and about the housework. 


"Yet I know that’s not quite as it should be. 
In fact, when my husband went into the Navy, 
the last thing he said to me was, ‘Well, when I 
come back I don’t want to find a lady hermit.’ 
And he was right . . . I realize that while he’s 
gone I ought to try to keep up my interest in 
other things, too. 


“I guess that’s the biggest reason why LIFE 
magazine has meant so much to me. LIFE has 
such fine picture stories, and such a clear, sim- 
ple way of expressing things that it gives me a 
better idea of what’s happening all over the 
world than anything else I know of. 


“*And LIFE also has a way of making me in- 


terested in subjects that I ordinarily wouldn't 
dream of reading about. I mean, you'd expect 
me to like its stories on the Navy or food ra- 
tioning . . . but I’ve actually found myself 
fascinated with LIFE articles on science, modern 
painting and even surgery. 


"IT spend a full evening with LIFE every week 
.. «lL really wouldn’t miss it for anything.”’ 


Not variety alone 


Today approximately 23,000,000 civilians and 
men and women in the armed forces buy or bor- 
row their way to an interested reading of each 
issue of LIFE. 


This tremendous readership cannot be ex- 
plained wholly on the ground that LIFE, with 
its graphic and vastly varied nages, touches on 


the sphere of interest of every type of person. 


No, it is more than that. It is also because 
LIFE’s unique picture-reporting stimulates in 
readers an interest in things they have paid 
little or no attention to before: makes under- 
standable and vivid subjects that, treated other- 
wise, might seem lifeless and opaque. 
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14 ADVERTISING AGE April 19, 1943 
‘clined 53%, and store advertising| In a sense, he said, this means | : |sort has been attempted, bu: +... 
Tonna e Sales of declined 57%. This proves, he con-| that a gigantic sampling program is English System of |all of the facilities at Uaien: — 7 
|tended, that promotional emphasis | being conducted, because experience . = s s | been maintained for the pur, vn 7 B 
‘has not simply shifted from short|has proved that most people tend Distribution in getting fast and effective q a “ 
i" items to plentiful items, but that/to use all the ration stamps they | tion of equipment and supp ng ‘ 
Pe rocery ro U ‘advertising and promotion at the|have available, even though they Good Shape: Welch war industries. 7 . 
ae © retail level has shrunken all along|might not normally purchase the | : _ | Even in the’ concentrati, ae t! 
" . . the line. | quantity of goods represented by| Chicago, April 13.-The machin-| cjvilian industries under the ian ‘ 
Rise in Fn land _ Pointing out that purchase of | the stamps. ery of industrial distribution which} plant system, sales organiy,.: ne 
various types of commodities nor- | on noe functioned successfully in Great| have not been disturbed, anq ; ide d 
/mally varies considerably between | . Britain in peacetime is being used) names have been maintained yj, e 
Chicago, April 13.—Despite the | sections of the country and between | Late Joins Dumore to great advantage in speeding up| Welch interpreted this as an oy). b 
terrific problems of supply, tonnage | income levels, Mr. Napier declared| James Tate, formerly technical | war production, John J. Welch, edi- | dence of respect for the bus) ec. Ir 
of food sold in England in Septem-| that rationing distorts normal mar- | editor of Popular Mechanics and|tor of Mill Supplies, told a group of | function, as well- as*recognitioy of n 
ber of last year was 15% larger|keting practices greatly, since it| managing editor of Popular Home-| manufacturers and distributors at a|/the importance of maintaining },- p 
than during May of 1941, J. P.|takes none of the normal variations | craft, and more recently vice-presi-|luncheon meeting at the Palmer | ganizations for the developme:) o; li 
Napier, assistant to the president of |in consumption patterns into ac-|dent and general sales manager of | House today. | Postwar export trade. 
A. C. Nielsen Company, told the|count. Thus sections and income |the Delta Mfg. Company, Milwau-| Mr. Welch, who returned recently Win Part of Market g 
Agate Club here yesterday. Rigid| groups which normally used rela-|kee, has joined The Dumore Com-|from England, where he went to) . j 
control of food prices has resulted | tively small amounts of such things | pany, Racine, Wis., as director of|investigate reports that concentra-| An interesting slant on Britai), a. 5 
in a decline of 4% in price during | as canned goods will have relatively | industrial marketing and research.|tion and consolidation plans had|a market for American machinery ; 
that period, he said, but tonnage|large amounts made available to He will be in direct charge of post-| been applied to industrial marketing| and tools was given by the edito, i 
i: increases have more than offset this | them under rationing. war planning. in Britain, said that nothing of this|in his comment that while product. s 
decline, and food store sales in Eng- | ui 
land were 15% greater, on a money | 


basis, during September, as com- 
pared with May of the previous 
year. 
Cereal consumption, both the hot 
and the ready-to-eat varieties, has | 
soared in England, Mr. Napier said. | 
Using August and September, 1940, 
as a base, consumption of these 
products in the same period of 1941 
showed an increase of 14%, and 
during the same period of 1942 an 
increase of 103% in pounds. Much 
the same pattern is showing in the 
United States, he reported, with) 
December-January figures for this | 
year showing an increase of 20% 
over the same period two years ago. | 
In this country, he said, grocery, 
country general store and drug store | 
tonnage is up 7% from 1939-40) 
levels, but dollar sales are substan- 
tially higher because of the upward 
movement of prices. 


“Better Home 


Om 


“ tiie . Promotional Emphasis Down 


Emphasizing that items in plenti- 
ful supply do not necessarily get 
added promotional attention at the 
point of sale in times of shortages, | 
Mr. Napier pointed out that between | 
1941 and 1942 grocery store displays | 
on six commodities in plentiful sup- 
ply actually decreased 7%, while 
store advertising on these same six 
commodities declined 38%. In the 
case of six items of which there 
were shortages, store displays de- 
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April 19, 1943 15 
nt ’ Jnited States had | problems, including production, . 7 : 
made market tetene the »sd GMA Plans equipment conservation, wartime Women Go Limit Florist Group Formed 


pritish manufacturers who had pre- 
‘ously sold direct are now making 
p ‘4 use of the 5,000 merchants 
g00" nandle industrial distribution, 
aie winning a part of the market 
» was formerly closed to them. 
On the other hand, even in the 
distribution of lend-lease industrial 


equipment, he said, an effort is 
peing made to maintain established 
relationships between American 
manufacturers and the leading im- 
porters who normally handle their 
lines 


Mr. Welch will address similar 
ps of industrialists on this sub- 


rect in Cleveland, Philadelphia, New 
York and other cities under the aus- 


of the McGraw-Hill Publish- 
which publishes Mill 


pices 
ing Company, 


Supplies. 


|food distribution and pricing, label- 


Wartime Meeting ing, containers, new products, nutri- 


|tion and food conservation. 
in N.Y. for June 9-10 Rta 
New York, April 13.—The Grocery | ppom aoney 


Manufacturers of America will hold . a 
a war conference here June 9-10 to| b€T . yo genet f Ward & Co.'s 
discuss. exigent problems precipi- | ™¢™Cnandaising 
ages and the critical manpower sit- | 98°" of Station WLS, Chicago, re- 


rnsarce tet y ned Willis, president, | joining the Army air forces May 1. 


Mr. Willis pointed out that by| , vn 
June of this year there will be such Tourist Copy Assured 
Gov. Harry Kelly of Michigan 


an acute shortage of men in the en- | 
tire food industry it is doubtful if) 


handle the 1943 pack. /making available an appropriation 
The food manufacturers will also| of $20,000 for each of the four 
seek action on other important war! Michigan tourist associations. 


we Gardens helps us get ready 


fi Ings to come... 


“As I think back, I can see how, more than 
a year ago, Better Homes & Gardens editors 
were getting us ready to meet today’s home 
living problems. As long ago as July 1942, 
they were telling how to can fruits and vege- 
tables to meet a possible scarcity of com- 
mercial canned goods. And that story was 
only one of many published a year ago that is ) 


making life easier for thousands of families 


like ours today. 


“Last fall, they told us how to put our soil 
into condition to get our 1943 garden off 
to a flying start and raise more vegetables 
on small lots. They taught us how to care 
for appliances we can’t buy for love or 
money today. Why, in February, 1942, Better 
Homes & Gardens had a lot of suggestions 
for making meat go farther—and, with help 
getting scarce, it even told us how we 
could live happily without a maid. 

“I’m convinced that Better Homes & Gar- 
dens does such an outstanding job of antici- 
pating our needs because its editors devote 
100% of their time editing a home-service 


family magazine.” 


6é 


advice more than ever before, it 


loday, when people need home and family 
*s natural that 
they turn to Better Homes & Gardens—the 
best known home and family authority, because 


it really prepares them for wartime living. 


... thanks to 
Better Homes & Gardens” 


The results of its broadly-planned, far-sighted 
editing are easy to see—a 24% increase in 
reader intensity—the greatest interest ever in 
the greatest MASS home-service family maga- 


zine in America. 


Better Homes & Gardens 


O\ME-SERVICE FAMILY MAGAZINE 


on Ration Points, 
‘Survey Reveals 


| New York, April 14. — American 


Charles O. Dabney, former mem-| housewives spent up to the hilt of|ciation, held recently in Toronto. 


|points available during the first 


sales department,| month of food rationing while many |of the new group, which is com- 
tated by serious wartime food short- | has been named sales service man-| families jumped over the line and| posed of greenhouse operators, field 


|borrowed on their April tickets, 


placing Wells Barnett Jr., who is| according to a study conducted by | Minion. 


i\the Franklin Bruck Advertising 
Corporation through its Consumer 
| Jury of Women. 


Approximately 96% of families 


has signed the state advertising bill | bought canned vegetables and 81% |has appointed Ralph L. Wolfe & 
the manufacturers will be able to| passed recently by the legislature, | Canned fruits, while 68% purchased| Associates, Detroit, as advertising 


|dried and dehydrated foods. 


Only 
| 28% 


rang cash registers for frozen 
| foods; 38.2% bought canned soup 
and 21.5% dehydrated soup. 


Canned peas topped the popu-| 


larity list of all canned fruits and 
vegetables, snatched up by 53% of 
\families at a total cost of 8.9% of 
|all points allocated. Canned corn 
| was a close runner-up. Pineapple 
| topped the canned fruit list, ranking 
fifth on the entire list of items. 


| Sharp Demand for Dried Fruits 


| Although many women obtained 
of their 


| 


_ canned fruits, only 26.9% 


| 27.3%, in most cases prior to re- 


| Organized three years ago, the 


|Consumer Jury of Women provides | 


/a sample cross-section of the whole 
|population in respect to size of 
family, age, income, geography and 
size of town. The jury numbers 
1,500 representative women who 
have been asked to cooperate about 
every two months on product sur- 
veys dealing with toilet soap, sani- 
| tary napkins, candy bars and chew- 
|ing gum. 

Active participation is stimu- 
| ee by letters highlighting patri- 
| otic appeal and the occasional possi- 
bility of a free sample or two. 
|Jurors are not financially compen- 
| sated. 
| A typical 
lows: 

“Your new assignment concerns 
| the vital subject of food rationing. 
|For the month of March, we would 
‘like to find out exactly what pur- 


request reads as foi- 


|chases you make of those items 
which are now under the point 
rationing system—in other words, 


canned fruits and vegetables. . .” 

Jules Nathan, research director of 
|Franklin Bruck agency, pointed out 
that in previous surveys, one on 
sugar rationing, for example, find- 
ings have proved remarkably accu- 
rate. 


Hotel Association 
Issues Blooklet in 
War Advertising 


New York, April 14.—The Hotel 
Sales Managers Association has re- 
leased a 16-page “Portfolio of War- 
time Hotel Advertising” containing 
reproductions of outstanding adver- 
tisements geared to the war effort, 
| which include 17 different hotel in- 
sertions slanted at soldiers, sailors 
and marines. 

Another two-page spread displays 
|}a variety of advertisements stres- 
sing the “Civilian Furlough” theme, 
while business travel is represented 
by copy playing up the “fresh start” 


needed to blot out the effects of 
wartime transportation. 

Space has also been devoted to 
residential and resort advertise- 
ments emphasizing both the war- 
time difficulties confronting’ the 


home owner and the “health-for- 
victory” theme employed by hotels 
in newspapers and magazines. 

The initial edition of the port- 
folio, which was mailed to members 
of the national sales managers’ or- 
ganization this week, was prepared 


in cooperation with a number of 
agencies, including Al Paul Lefton 
Company; Campbell-Ewald Com- 
pany; Harry Atkinson, Inc.; J. M 
Hickerson, Inc.; Kelly, Nason, Inc.: 
Kenyon & Eckhardt; Needham & 
Grohmann; Swafford & Koehl: and 
Young & Rubicam 
Colton Adds Two 

A. J. Fries, formerly with the 
New York office of Batten, Barton, 
Durstine & Osborn, has joined the 
Wendell P. Colton Company, New 
York, as assistant art director. Con- 
stance Chatfield, previously with 


McCann-Erickson, has been added 
to the agency’s copywriting staff. 


Scripps Names Wolfe 


| points were thus expended. A sharp) 
| Comene for prunes and raisins was) 
|shown by the purchase figure of) 


/moval of these items from rationing. | 


Allied Florists and Growers of 
Canada was formed at a joint con- 
vention of the Allied Florists of 
Ontario, the Canadian Florists & 
Gardeners’ Association and _ the 
Florists Telegraph Delivery Asso- 


W. A. Gunn is secretary-manager 


growers and retailers of the Do- 


Scripps Motor Company, manu- 
facturer of marine engines, Detroit, 


| counsel. 
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Admen Dominate, 
OWI Writers Say; 
‘Bunk’: Cowles 


Washington, D. C., April 14.—The 
Office of War Information, which 
shares with OPA the dubious dis- 
tinction of being the stormiest pet- 
rel of the war agencies, this week 
had internal troubles. In open re- 
bellion, 14 writers and research 
men, headed by Henry F. Pringle 
and Harold Guinzburg, Viking Press 
executive, resigned from the Office 
of War Information. 

The trouble, Gardner Cowles Jr., 


| 
| 


domestic director of OWI, ex- 
plained, was over a difference in 
procedure. The trouble, the rebels 
said, was over a fundamental con- 
cept of how to release official news. 


Food Report Withheld 


The center of the controversy was 
a food report which the writers had 
prepared. It showed the grim facts 
of the nation’s food supply, and was 
ready for release in January. The 
report was not issued. Mr. Cowles 
says that the figures weren’t estab- 
lished yet, and that premature pub- 
lication would have caused needless 
panic. The writers say that James 
Allen, assistant to Mr. Cowles, tried 
to revise the report to make it more 
palatable. The food report, offici- 
ally okayed, will be released shortly, 
Mr. Cowles told reporters. 

The writers further indicated that 


William B. Lewis, vice-president of 
Columbia Broadcasting System be- 
fore becoming assistant to Mr. 
Cowles, was irritating to them. Mr. 
Lewis, they said, is addicted to the 
“advertising technique.” And, 
speaking of advertising, they 
charged that the growing influence 
of advertising and agency men in 
OWI, and the consequent increase 
in the prestige of advertising meth- 
ods, led to their resignation. Ad- 
vertising men were being imported, 
they implied, to supply the “bally- 
hoo” for governmental moves. 

Commenting on these charges, 
Mr. Cowles was blunt: “That’s the 
bunk.” 

Actually, if advertising men are 
taking over OWI, they are doing it 
with a skeleton force. Of OWI’s 
1,800 employes in the domestic 
branch, probably not more than a 


score have purely advertising back- 
grounds. 


Appointed Ad Manager 

Richard M. Compton, for the past 
five years in the New York sales 
office of the Chicago Daily News, 
has been appointed advertising 
manager in charge of Quaker puffed 
grains advertising for the Quaker 
Oats Company, Chicago. Mr. Comp- 
ton joined the company last Janu- 
ary. 


Brandenburg to ‘Post’ 


George A. Brandenburg, for the 
past 12 years midwestern editor of 
Editor & Publisher, has been ap- 
pointed assistant publicity manager 
of The Saturday Evening Post, 
Philadelphia, effective May 1. 


1. Coverage at reasonable rates 

2. Average family income 

3. Representative population 

4. Average level of business activity 
5. Suitable and sufficient outlets 


You Cant Afford To Overlook 
374615 Connecticut Buyers! 


That’s an imposing number of potential customers, and it includes the 
diversification of greater New Haven and the 31 surrounding towns. 
Because of this and the following factors*: 


Well-diversified industries 
Average retail sales per family 


A self-contained economy 
Co-operative advertising media 


6. 
7. 
8. Compact boundaries 
9. 
0. 


1 


the New Haven Market was rated 2d in New England. And a market 
good for testing is good for selling. 


*from “60 Test Markets” 


Advertising Campaigns Are Successful In 


4 ‘ oY Pak, Se iad 


New Ffaven Reaiste 
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a < 
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| 


| 
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| Directions 
jadvertisements of the campaign, 


English Makers oj 
Rayon Hose Stari 
Co-op Care Drive 


London, March 26.—Releas 
new type of Utility rayon sto, 
here has brought in its wake . 
operative campaign sponsored }, all 
manufacturers of this type of s:,, ee 
ing, the objective being to in;, m 
the public on the best method. os 
caring for rayon hose. 

Stockings are a serious drain oy 
the clothes ration budget of Eng). 


la 
King 


‘O- 


| How to care for your 


| RAYON STOCKINGS 
and add months 
of extra wear! 


A little care on your pakt will make your 


recious rayon stoc dist 

net medals! ™C im; co 

fewer stockings you wear out, the more workers 

can be spared to do vital war work. 
See these tips below —follow them faithfully . 

You won't grudge the coupons you've parted 

with, when stockings really last. 


Buy wisely. Get your proper foot size— that's 
important. 


women, and information on their 
care and protection is eagerly wel- 
/comed. No stockings are being im- 
|ported at present, and even the 


|number of home produced hose has 


‘been reduced substantially. 
given in the early 
which 


is to be continued indefi- 


|nitely, are simple, and include the 
|advice to get the proper foot size, 


and to put on the stocking by turn- 


ing the foot inside out and then 


| 
| 


rolling the stocking up the leg. 


New AFA Members 


New members elected to member- 
ship in the Advertising Federation 
of America are Quaker Oats Com- 
pany and National Transitads, Chi- 
cago; Lambert & Feasley and 
Bakers Review, New York; Pitluk 
Advertising Company, San Antonio; 
and the Mail Tribune, Medford, 
Ore. 
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Stephen Deutch i? ; ’ 

piety i i i to the touch of a master player on a concert grand. Both keyboards are black and white, but 

j when an artist plays on a fine instrument the critics rave about his ‘‘marvelous range of tonal 


color.” @ It's the same with black and white illustrations and engravings. In skilled hands, they 


>. 
men, 


ij 


H H 
i i} can produce an amazing range of color values and contrasts. Today, when more advertising 


is being held down to black and white magazine pages, you need to get more color 


/ 
; . ; i 
; ? 
? 
: 


i } 
: i ‘ ify : 6 ; 
Poy i 


: i / | value from the possible combinations of white, grays, and black. You need artists 
, and engravers with real color sense... trained to see a spectrum of color 
in one color range. ® Our engravers are known for their superlative 


color work. Advertisers and agencies from New York to Seattle send 


ae us their work. But now they are sending us a new demand. “Show us 


Leet ee? o, what you can do with black and white."’ And we are showing them! 
a -— 
i - Why not let us show you the color possibilities of black and white? 


* * 
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Coordinated Drive 
Puts Red Cross 
Campaign Over 


Columbus Ad Club 
Makes Success of 
Fund-Raising Project 


Columbus, O., April 13.—The tre- | 


mendous selling power of planned 
and coordinated advertising and 
promotion when applied to civic 
fund-raising projects has been 
demonstrated by the unusual suc- 
cess of the recent Red Cross drive 
in Columbus. 

The quota of $520,000 was ex- 
ceeded by more than $100,000, due 
in large measure to the vigorous 
advertising campaign conceived and 
carried out by the Columbus Ad- 
vertising Club at the request of the 
local Red Cross chapter. This was 
one of several promotional cam- 
paigns for Franklin County war 
agencies conducted by the war ad- 
vertising committee of the Colum- 
bus Advertising Club. Still others 
are now being undertaken. 


Slogan Keys Campaign 

Built around the origina! slogan, 
“Come Across for Red Cross—Dou- 
ble or Better,” the intensive cam- 
paign included the use of every 
established advertising medium, as 
well as many ingenious methods of 
obtaining additional publicity. High- 
lights of the effort in the various 
media were: 

Newspapers—Each of the three 


Columbus dailies carried 23,500 
lines and Columbus weekly and 
suburban papers carried 16,000 


lines, all of which was paid for by 
local advertisers who used a small 
credit line at the bottom of each 
advertisement. In addition, 566 
local companies inserted the Red 
Cross logotype in their regular 
advertising, while dozens of others 
devoted their regular space to the 
effort. Editorially the newspapers 
cooperated by distributing with 


ON THE JOB — 
15 hours a day 
in DETROIT 


Unlike any other morning 
newspaper in any other city, 
The Detroit Free Press is read 
almost round-the-clock in De- 
troit. Off the press and ready 
for delivery at 8 P. M. to 
thousands of Detroit homes, 
who demand their morning 
paper in the evening, all 
through the busy hours of De- 
troit’s nights up to 11 A. M. 
the next day, The Free Press 
is the ONLY newspaper of 
that period. It’s on the job fif- 
teen hours daily for your ad- 
vertising, which is “long- 
hours” for a newspaper. Em- 
ploy the ever-expanding circu- 


lation of The Free Press in 


America’s fastest growing city 
for better business . . . for the 
more impressive presentation 
of your advertising you need 


in days like these. 


THE DETROIT 
FREE PRESS 


Story, Brooks & Finley, Inc. 


National Representatives. 


taxi and truck. National advertis-| stores competed in a window 4j<y). 
HELP COLUMBUS BEAT THE QUOTA ers also donated local spectaculars. | contest; all big downtown bu med 
Direct — The printed literature| were floodlighted to display ige 


Members of the Columbus Advertising Club's committee in charge of Red Cross 


war funds promotion, whose ingenuity 
donations $100,000 over the quota. 
chairman. Standing, left to right: Howa 
stores; Gus K. Bowman, Wirect advertis 


and hard work helped boost Columbus 


Seated, Sid R. Phillips, campaign publicity 


rd Minnich, outdoor; Paul Watkins, retail 
ing; Paul Ahern Kelly, distribution; and 


Vaughn Wadley, special stunts. 


their regular editions 170,000 copies 
of a 4-page roto section. 


Three Media Used 
Radio—All five local stations were 


local advertisers, while all network 
Red Cross programs were carried 
by local outlets. 

Outdoor—This included a_ full 
showing of 24-sheets, 200 trolley 


used. They contributed 1,320 sta+| banners, 240 car cards, 1,560 win- 


tion breaks using the slogan, “Come 
Across for Red Cross.” All or part 
of their regular programs were 


dow cards, 1,700 easel cards, 4,000 
window cards, 400 single sheets, 500 
truck posters, 5,568 large Red Cross 


devoted to the Red Cross by 616) flags and smaller flags for every 


was unique in that the various 
pieces were created to reflect the 
nature of the source of distribution. 
For example, the piece distributed 
by ‘filling stations bore the caption, 
“Empty Tanks and Empty Hearts,” 
with appropriate copy; the piece 
distributed by florists was captioned, 
“The Red Rose the Soldier Knows.” 
Separate appeals were also devised 
for literature created for handouts 
by banks, laundries, bakeries, bowl- 
ing alleys, furniture stores, retail 
stores, restaurants, dry cleaners, life 
insurance agencies, movies, and 
luncheon clubs. More than 2,000,000 
impressions were run, the quantities 
for each piece being established by 
careful survey. Boy Scouts and the 
Motor Corps Unit of the Red Cross 
were active in seeing that all pieces 
reached the proper sources of dis- 
tribution. 


Special Films 


Movies—Fifty local 
showed special films; there were 
appropriate lobby displays, and 
cashiers and ushers wore special 
caps and arm bands. 

Special Events—Millions of paper 
red crosses, creating a_ veritable 
“red snowstorm,” were dropped 
from airplanes over the busiest part 
of the downtown section. All police 
and firemen wore arm bands; a red 
cross and slogan were painted on 
800 street intersections; leading 


houses 


red crosses; crews of “snine,.» 
roamed the streets sticking s\.\0. 
on store windows; and ther; 
special ceremonies held 
unique SS Columbus, a hug; 
erected at the busiest inters; 
in the city. 

Officials of the Columbus A, 
tising Club point out that, whije 
radio time was contributed nq 
local advertisers defrayed the cost 
of the newspaper space, no attempt 
was made to get everything fre. 
or to “chisel.” An advertising «4 
promotional budget was set up ing 
most of the material was purchi.eg 
from regular sources on a non-p)oft 
basis. 

Committee in Charge 


The advertising committee ip 
charge of the campaign included 
John Fullen, secretary of the Ohio 
State University Alumni Associa- 
tion, who acted as Red Cross pub- 
licity chairman; Sid R. Phillips. 
advertising director of the Ohio 
State Journal, campaign publicity 
chairman; Paul Ahern Kelly, presj- 
dent of the Advertising Club and 
advertising manager of the Capita] 
Finance Corporation, distribution 
coordinator; Howard Minnich, vice- 
president A. F. A., and assistant 
advertising manager of Ohio Fue! 
Gas Company, outdoor advertising 
and posters; Harry Hoessley, Sta- 
tion WHKC, in charge of radio: 


a. tees - hh Oe* ee ee 


PHOTO-GRAPHING All 


WJZ’S ALL-NIGHT SHOW-—f’ 


ARMED FORCES 35% of audience. They're hot 
present prospects for many products 
ture buyers of almost everything. Here's how 
they listen in their lonely posts at night. 


“Say It With Music” has a big. loyal, responsive audience. We knew that. 
But we wanted a life-size photo of that audience — to show just how big 


and responsive. 


So we asked, “Shall WJZ continue its all-night, all-music show?” 


Votes representing 19,381 listeners answered yes—and the yesses came from 
Times Square, Tampa and Toledo and points between. 


But we weren't completely satisfied. We went back to these people and asked 
more questions: Who are you? Where do you live ? When do you do your late 
listening ? What are you doing up between midnight and 7 A. M.? 


Back came replies from 47% of those we questionnaired. On these two 
pages are some of the findings “photo-graphed” for your convenience. 


Want more details? Write us for the complete survey. We'll also tell you about 


the low cost of reaching these stay-ups who listen to WJZ’s “Say It With 
Music”—all through the night. 


LATE NEWS FROM THE LATE SHIFT! 


Pepsi Cola and O’Sullivan’s Heels have just swung into line 
with WJZ’s all night sponsors. 


PERCENTAGE 
or 


A-l fu- 


1AM. 


Mm & 
70% 
60% | 
50% 
40°. 
og 
20. 
al 
0% 


INDUSTRIAL WAR WORKERS 31% of audience. 
These in-the-money listeners tune in car radios 
to and from the job... listen with fellow work- 
ers at plants... listen at home after work. 


PERCENTAGE 1AM 


FAMILY GROUPS 15% of audience. Many “0” 
stay up while their husbands or father: ¥°" 
the graveyard shift. Here’s the listening 2" 


from 1 to 7 A. M. in these all-night home. 
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hur Truitt, advertising director | ing the entire two-year subscription | ‘ 
y Arthur toes & Co, ROEDER Instalment Dlan ah Gan dane. | POSTERS AID COAST SERVICE MEN'S GROUP 
e ,avertising; Gus K. Bowman, Byer 
. % Bowman Advertising Agency,| . | Newspaper Copy Localized 
is direct advertising; Paul Pag nen Gives p nch {0 The four magazines receiving spe- Do all you can --- FOR THE SERVICE MAN 
e advertising director of Madison's, u ‘cial treatment were Good House- 
le window displays; and Vaughn Wad- keeping, Cosmopolitan, Better 
ip ley, R. L. Polk & Co., decorations. ba ad bd |Homes & Gardens and Collier’s. 
n U scription | The inclusion of two magazines 
t Disinfecting issued by the same publisher was 

P. Wes a. s ; ; no coincidence, since the newspaper 
le Expands Advertising Chicago, April 14. — Magazine | advertising plan was conceived by 
id ‘cinfecting C ny. New| readers are just like other people, | Periodical Publishers Service Bu- 
st West eS Sy according to Ralph Henry, manager | re I Sandusky, O Hearst 
pt York, is stepping up its a ge gpa of the book department of Carson affiliate. ‘The buresu appoints the 
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* ublications will be used, including} this idiosyncrasy makes it possible accord with its policy and local con- May to the San Francisco League for Service Men, a group organized two days 

two-thirds pages in ‘ Newsweek | to Creare ee subscriptions | ditions. ~— Pearl a to ee ne — and re of one 

and ranging to spreads in some|profitably in big newspaper space. — : in the services. Designed by George Zacharie, the poster was produced in three 
in aa > al Personal clean-| Carson, Pirie, Scott & Co. intro-| Reports Geed Response colors by Screen Art Process Co., San Francisco. 
od jiness and —, sanitation will| duced its budget reading service to ' Corea eaueee a fine pores 
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\}WARTIME RADIO BUY 


—— "SAY IT WITH MUSIC” 


talions of the United States Navy.” 


McDonnell to KGO 


Frank R. McDonnell has joined 
the local sales staff of Station KGO, 
San Francisco, succeeding Cliff 
Ogden, resigned. Mr. McDonnell 
was formerly national sales man- 
ager of Station KSFO, and before 
that was with CBS Radio Sales in 
New York, and eastern sales man- 
ager of Station WBBM. 


Three Join Swigart 

L. D. Koebele, Tom Hosch and 
E. J. (Al) Graham, all of whom 
have been identified for some time 
with paper sales in the Chicago 
area, have joined the sales staff of 
Swigart Paper Company, Chicago. 


“PREMIUM — 


HERE’S THE ALL-NIGHT LISTENING 
PATTERN. Part of WJZ’s very com- 
plete analysis of its war-time, night- 
time audience. Write for complete 
survey and charts .. . so far as we 
know, the first study of its kind. 


(The Service Magazine of 
the Wage Earner Market) 


Gives you 
these 


“EXTRAS” 


1 Most Wage Earners at Least Cost 
2 Highest Average Ad Keadership 


NEW YORK'’S FIRST STATION 


. 


3 Record Pass-Along 
* % 4 Least Duplicated Audience 
KEY STATION _ zy P a Sinawthietants 
4 OF THE BLUE NETWORK ° oO ; 
. NEW YORK 


With primary coverage of 
more than 


one-sixth of the : | 
Nation’s Radio Homes. 
REPRESENTED BY 


BLUE SPOT SALES 


" ABouT FARMERS, STUDENTS, HOUSEWIVES? 

‘or this first, detailed study of the rich. 
‘time market. A meaty, human statistical 
‘re of America working for Victory. 
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ADVERTISING AGE 


April 19. 1943 


Wake Up, America 


To the Editor: I’ve discovered 
a place in Chicago where you can 
get three cups of coffee without 
extra charge. The address is 5 N. 
Wabash, and the price is a pint of 
blood. 

FreD G. JONES, 

Creamery Package Mfg. Com- 

pany, Chicago. 


. wv 


Newly-found Manpower 


To the Editor: Today, when ad- 
vertising by the war production 
plant almost without excepton says: 
“Me too—in the Victory Brigade,” 
we believe signal credit goes to one 
of our accounts, Jacques Kreisler 
Manufacturing Corporation, North 
Bergen, N. J., for the enclosed 
advertisement. 

This advertisement, which ran as 
a spread in the jewelry trade papers 
for April, tells about the moral and 
monetary victory of a contingent of 
physically handicapped workers 
whose craftsmanship and high out- 
put boosted the production efficiency 
of the entire Kreisler plant. 

The Kreisler organization, peace- 
time manufacturer of watch bands 
and ladies’ and men’s jewelry, is 
now principally in war production. 
This company’s ad-story of newly- 
found manpower for the war effort 
and of the rehabilitation of those 
usually classified as “unemploy- 
ables” is, we think, of timely and 
wide interest. 

Furthermore, the actual demon- 
stration of the willingness, skill and 
high efficiency of physically handi- 
capped workers is deserving of 
every possible bit of publicity. 

We hope that you will want to 
pass on the good word in your own 
way, with the knowledge that it 
may give additional opportunities to 
the handicapped and additional re- 
sources to industry. 


BEN SACKHEIM, 
President, Ben Sackheim, Inc., 
New York. 


- - -} 


Arab Ad Men? 


To the Editor: Just to try to set 
the boys right about the Beech-Nut 
advertisement in the April 12 issue, 


I wish to state I spent 15 days on a/ 


transport going to France in 1918 
with a Hindu and Mohammedan 
crew. The one thing we all spoke 
about was the way they avoided 
using their left hand in handling 
food. Perhaps there are some Arabs 
among us advertising men to shed 
more light on the reason for this 
strange custom. 


WILLIAM H. EICHHORN, 
Grant & Wadsworth, New York. 
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Passes Along the News 


To the Editor: The advertising 
man in the service welcomes news 
of the business almost as much as a 
letter from home. 

The writer is passing along a sug- 
gestion to readers of ADVERTISING 
Ace. After reading his copy of AA 
he slips it back into the folder and 
addresses it to someone in the serv- 
ice formerly connected with adver- 
tising. A sample acknowledgement: 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


REHABILITATED 'UNEMPLOYABLES' 


ithe 


WRESUED MANNFACTHNNNG CONPONATINN. WORTH HEREER, NLD ILESET 
i , Corr er eae 
Maen of Meth Mina. Mais Nevage Ladies ema Mews Amor <* 


fowetey Sedd Phrnngh Retat feweter, (ety Wow in Bar Prntenrpnn 


Appearing in jewelry papers, this spread of Jacques Kreisler Manufacturing 

Corp., North Bergen, N. J., points out the value of its contingent of physically 

handicapped workers who, by their willingness, skill and efficiency have helped 

solve the company's wartime personnel problem. Ben Sackheim, Inc., New York, 
is the agency. 


other munitions. 


beginning, recognized industrialists, 
manufacturers, or plant officials, as 
appropriate authority for the release 
of such information. 

In cases where such informants 
are talking about industrial de- 
signs, but no actual contract for 
war use exists, publication would 
be less damaging but in every such 
instance the greatest care should be 
exercised. 

The responsibility for what is 
published and broadcast lies with 
the press and the broadcasters and 


facturer. For that reason the Office 
of Censorship urges that you make 
certain before publication or broad- 
cast of any war production disclo- 
'sures that the responsible govern- 
/'ment war agency has authorized the 
disclosure. 


BYRON PRICE, 
Director, Office of Censorship, 
Washington, D. C. 
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Will Grant, But Not 
Will Calloway Grant 


To the Editor: In keeping with 
the “Truth-in-Advertising” slogan 
which received its great impetus at 
the 1912 convention of the old 
A. A. C. of W. in Dallas, we will 
appreciate a correction of a state- 
ment made in your April 5 issue. 

Will Calloway Grant of Grant 
Advertising, Inc., Chicago, was 
never elected president of the 


duction progress in weapons and | 


not with the industrialist and manu- | 


the first piece, “Brazil,” is entirely 
exhausted. Should we make a re- 


This office has never, from the|run we will send you one. 


| This series was planned with two 
|}ideas in mind: 

| 1. To help arouse interest in 
South America and do our bit in 
| advancing hemisphere unity . . and 
|make another significant contribu- 
| tion to winning the war and peace. 
| 2. To help advertise the printing 
industry. On the back of each of 
| the series has been featured a vital 
| reason why every business house 
|should use more printing. 


In this issue the theme on the 


back page is: “Selling by Mail Re- 
quires No Tires. Consult Your 
Printer.” 

This series has been mailed to 
printers, publishers and large buy- 
ers of printing in 23 states. 

Don O. PYKE, 

Sales Promotion Manager, Gra- 

ham Paper Company, St. Louis. 
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Reviews Young Book 


To the Editor: You will be inter- 
ested in the attached copy of the 
“Friendly Adventurer,” one of a 
dozen different house magazines 
which we write and produce here 
for our various clients. Beginning 
on Page 3, you will find we have 
reviewed the book, “A Technique 
for Producing Ideas,” by James W. 
Young. I think this is a great little 
book, and am very glad to recom- 
mend it to advertising men. 

Incidentally, I want you to know 
how much I am enjoying the Diary 
of an Ad Man, running in ADVERTIs- 
ING AGE. This is the best thing I 
have read in an advertising maga- 
zine in ten years. I clip and file 
every instalment and look forward 
to the next one. 


WILFERD A. PETERSON, 
Director Advertising Service, 
Jaqua Company, Grand Rapids, 
Mich. 
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Selfishness That Wins 


To the Editor: My name is Joe 
Tompkins, and I’m the most selfish 
man in the world. I fork over 10% 
of my pay every week for war 
bonds. When the government asked 
me to convert to coal, I converted. 
I’m a regular customer at the Red 
Cross blood bank. 

When there’s an air raid drill, 
I put out the lights promptly. If I 
had a patch of land I’d grow a Vic- 
tory garden but, since I haven’t, 
I’m doing the next best thing by 
arranging to help a farmer on my 
vacation. 

I save scrap, rags, rubber, fats, 
paper clips. I get a kick out of 
cleaning and smashing tin cans, and 


~ 


I share my car with my ne ghbors 
I eat nutritious foods so that | ,., 


stay well, and I haven’t been » -.. 
from work in six years. . 

I won’t spend a nickel fo, inv. 
thing I can’t use. And I don’: join 
the mob to stock up when the y rd 
ration is sounded. When they asked 
for reading material for soldiers anq 
sailors, I threw in my most cher. 
ished books. 

I’m not a clock watcher, | don 
bear grudges against my fellow 
workers, and I don’t indulge jy, 


loose talk. I’m an airplane spojte, 
I belong to the servicemen’s recyea. 
tion committee, and I take gooq 
care of my clothes. 

If I eat in a restaurant, I won 
give my ration stamps to friends— 
I destroy them. I see to it that my 
tires are recapped without delay. | 
won’t travel unless I have to, ang 
I don’t save coins. 

My Congressman hears from me 
when I’ve got something on my 
mind. I didn’t try to chisel on my 
income taxes. And I write letters 
to everybody I know in the services. 

They hauled me into court the 
other day because I got into a fight 
with a fellow who was spreading 
malicious rumors — but the judge 
said, “Good boy, Joe.. .” 

Good boy, hell! I’m the most 
selfish man in the world. America 
is my country, and I love every 
square inch of the good ole U. S. A. 
I’ve got a Bill of Rights. Shucks, 
I can even be President, or, at least, 
an honorary member of the fire 
department. 

So, everything I do—whether it’s 
my twenty-five cents for a war 
stamp or my feet going without a 
new pair of shoes—is done to save 
what’s mine—my country. Maybe 
I’m crazy—but I’ve got an idea that 
if we all took a kind of selfish atti- 
tude, if we’d individually accept 
this war as a personal matter be- 
tween the “Axis and me” .. . that 
would pull us all closer together, 
and we'd get this mess over with 
in a hurry. 

MILTON M. HERMANSON, 

Copy Chief, Jasper, Lynch & 

Fishel, New York. 
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Tenth District, Advertising Federa- 

tion of America, and did not serve} 

in that capacity at any time. 
ALFONSO JOHNSON, 

Executive Secretary, South- 

western Association of Adver- 

tising Agencies, Dallas. 

[Editor’s Note: Mr. Johnson is 
correct. The Will C. Grant who 
was elected head of the Tenth Dis- 
trict AFA in 1935 was and is ad- 
vertising director of Lone Star Gas 


“Thanks a million. I read it from 
cover to cover. Almost like getting | 
a letter from home.” 

Perhaps some method of a 
the boys informed of happenings in | 
the business could be worked out, 
such as special service subscriptions | 
or a pool by the profession. Some | 
publications are even sending free | 
subscriptions to men in the service 
—a marvelous way to build postwar 
good will. 

Harry S. JOSEPH, 

Harry S. Joseph Advertising 

Agency, Indianapolis. 
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Price Suggests Caution 
in Publishing News 

To the Editor: The attention of 
editors and broadcasters is spe- 
cifically directed to the fact that 
great damage can be done to na- 
tional security if the outgivings of 
civilians engaged in war production 
are accepted without special scru- 
tiny for publication or broadcast. 

The Codes place restrictions about 
news of new or secret military 
weapons or designs. They also 
restrict information regarding pro- 


Company, Dallas, and not the 
agency head. ] 

. = ¥ 
Reprints Bulletin on 
Optional Insertion Dates 


To the Editor: Noting the edi- 
torial in ADVERTISING AGE of March 
29 on “Optional Insertion Dates,” I 
am sending you the ANPA Adver- 
tising Bulletin No. 10-1943, March 


' 


24, reprinting the bulletin sent by 
the Four A’s to all recognized 
advertising agencies on March 11,| 
discussing this subject. 

The ANPA has been discussing 


‘the matter with the Four A’s and 


the Association of National Adver-| 
tisers since early January, and it 
looks like we are getting some- 
where. 
CRANSTON WILLIAMS, 
General Manager, American 
Newspaper Publishers Associa- 
tion, New York. 
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Know Your Americas 

To the Editor: 
of the series on “Know Your Ameri- 
cas’—Venezuela. Copies of the last 
three are attached. Our supply of| 


Here is the fifth |! 


(Reprinted from The New Orleans item) 


ortant Items For YOU, Mr. and Mrs. New Orleans 


have ceased. 


Prom The Item 
heb M7, 1943 
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CIRCULATION 


is dorng all right, too 


i ah 
Now 70,000 


Net Paid 


ae, 
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YOUR NEWSPAPER should, and docs, perform worthwhile pub- 
lic service in addition to fulfilling its primary duty of bringing you 
the news ot the day. We think you will be interested in some of 
the recent accomplishments, mentioned on this page, brought about 
by Item stories and editorials. 


STREET REPAIRS—Merchants and motorists last fall were com- 
plaining of the spring-busting, tire-destroying streets. Since then, 
scores of pictures of these unsightly vehicle traps have been shown 
in pictures in The Item, and more scores have been listed. Every 
one mentioned has been repaired. The job is not done, and this 
newspaper will continue to list and to picture bad streets. 


TRAFFIC LIGHTS CHANGED—When gasoline rationing was 
upon us, The Item pointed out how A-card holders could stretch 
their fuel supply if a number of stop lights were turned off for the 
duration and if others on the less dangerous corners were switched 
to the amber-caution signal. As the result, the city made @ survey 
and in January the traffic light system was changed for the benefir 
of the motorists and truckmen. 


JURY SYSTEM STREAMLINED—Only a few weeks ago juror: 
for criminal courts complained their time was being wasted by the 
system then in use. News stories and articles in The Item pointed 
the way to improvement. Civic. bodies endorsed the proposed 
change. The judges speedily co-operated and today every man '' 
the jury service in those courts is being saved time by the new 
strcamlined method. 


TAXI DRIVERS FINGERPRINTED—Last summer a number © 
patrons complained of roughhouse tactics on the part of afew ©! 
the city’s taxicab drivers. A series of articles in The Item was fo! 
lowed by the installation of a system of filing fingerprints and 
photographs of taxi drivers. It is in force today and such tact 


led a long fight for comprehensive flood cor 
trol with spillways, and with the aid of inte!!! 
gent citizens it is here. Service in publi 
interest in an integral part of the tradition © 
The New Orleans Item. 


Soil: 
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DISPLAY CLICKS 


WANTED — Duty 


tne Sn silent tim at to freee Pn 
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You are a Potential Machine Operator 


WESTERN GEAR WORKS 


Sunday newspapers carried this display 
help wanted advertisement of Western 
Gear Works, Seattle, securing applicants 
enough to fill a training class immedi- 
ately and an “overflow” class, which was 
formed within a week after the adver- 
tisement's appearance. 


Display Copy 
Solves Problem 
of Western Gear 


Seattle, April 14.—Display adver- 
tising in Sunday newspapers was 
credited this week with attracting a 
high-quality group of trainees for 
Western Gear Works as well as 
machinists and other skilled work- 
ers to whom the copy was not even 
addressed. 

Seattle has been listed as a criti- 
cal labor area and the company 
turned to display advertising to fill 
a training class for machine opera- 
tors it needed badly. In line with 
a request from the Army to expand 
its plant for greater production of 


BALTIMORE'S BLUE 
NETWORK 
_ OUTLET 


~ SALES, INC. 
York - Chicago - Son Francisco 


gears, Western Gear sought workers 
with specialized machine operator 
training. Copy explained that the 
company, in cooperation with Seat- 
tle public schools, would sponsor a 
training class for potential machine 
operators who would “earn while 
you learn.” After five days, stu- 
dents who qualify are placed on the 
company payroll, receiving 93 cents 
per hour for additional training. 
Within four to six weeks, they are 
to be placed in actual production. 


Filled to “Overflow” 


More than 100 applicants were 
interviewed Monday and Tuesday 
following the advertisements, and 
from 50 to 75 on following days of 
the week. The training class was 
filled immediately and another 
formed to accommodate the over- 
flow. 


With display oii. com- 
pany officials said, they reached a 
potential new labor market not 
reached in classified sections and 
ordinary “help wanted” display ads. 
Special effort was made to attract 
women workers, with an illustration 
of a woman employe and copy 
which stated plainly that either men 
or women would be acceptable as 
trainees. 


Rosetield Starts Show 


Rosefield Packing Corporation, 
Alameda, Cal., has signed a 52- 
week contract for a radio program 
called “Skippy Hollywood Theater,” 
over Station KPO, San Francisco. 
The program, heard Fridays 9:30 to 
10 p. m., PWT, will promote Skippy 
peanut butter. Sidney Garfinkel 
Advertising Agency, San Francisco, 


is the agency. 


-| Rieneints Abbott Kimball 


Weinreich Brothers Company, 
New York, maker of Marvella 
pearls, has appointed Abbott Kim- 
ball Company, New York, to direct 
its advertising. 


Joins Calkins & Holden 


Thomas H. Young, for the past 
13 years in the media and service 
departments of McCann - Erickson, 
New York, has joined Calkins & 
Holden, New York, in the media 
department. 


Adds Four Accounts 


Lester Harrison Associates, New 
York, has been appointed to direct 
advertising for Jase Products, 
Markon Garment Company, Seibel 
& Stern, and Sam Dien Golf Com- 
pany, all of New York. 


Joins McCall Corp. 


Evelyn Mussehl, formerly with 
Jewett Advertising Agency, New 
York, has joined the promotion de- 
partment of McCall Corporation, 
New York. 


Chase to ‘Morning Star’ 

T. F. Chase, formerly with the 
Times-Democrat, Muskogee, Okla., 
has been named advertising man- 
ager of the Valley Morning Star, 
Harlingen, Tex. 


pee 1T’S NO SECRET 


It can’t be! Over 400 advertisers get 
business from Popular Science's Classi- 
fled Section every month. They’re in 
the know. This lets you in... the 


rate is only 35c a word and results are 
great as you'd expect from over 700,000 
readers. Write for Classified Folder 
A-5 giving the whole story. 
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BURRIDGE D. BUTLER, 
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777 Pracrie Farner Laud Dave Thompson 
... Art Page... Gladys Blair... John Strohm... 
these and other Prairie Farmer editors and feature 
writers regularly talk with their readers through 
far-reaching WLS microphones. 


Dr. Holland, Julian Bentley, George Menard, Jack 
Holden and dozens of WLS radio personalities step 
into the land of visual reality for listener-readers 
through the pages of Prairie Farmer. 


Every day, Prairie Farmer editors and WLS fea- 
tured personalities combine the power of the press 
with the power of radio. 


The Result: A great service to the people in 
more than four million homes—a Doubly Power- 
ful Combination to carry your sales message into 
this prosperous market! 


Publisher 


i. 


“ae 


Since 7 qua 


| 
to 5 Double Your SALES Power ¢  Dratrte Farner Laud / 


CHICAGO 


3 a ee a < , 
~ ——— LT ———— ies Seeks 
~ —__— ——— ———— ta ae 
Ss. | ‘ ‘ja 
. a | PO a 
nt ——— 
in oo 
" | —. 
d mph polo | ees 
om — aeeiie: 
r't Le @ ee eile be 
in \ f . _— ot a ‘ng } al ee. 
rr, >. ¥ a «Ag ee ee ee ait 
, v* eee 4 | : 
a- ‘ é 
od IR A AR ys Cpa Er ee 
Skee Ve Lae eee 
vt EARN while you LEARN ee a 
vi os @ bd Here is How— me 
ay | > eA 
nd i Ses, atin es ‘sma 
_ oe Si vii as | tes 
ne | Ge : Po ___—_—— ees er er rrr eer ee wR aaa -_ is 
ny | VERS SRP ISSR — 
hy nar sraiates Sah Sah i cate Sein at sn 0 é 7 
: 7 = a | y . 
BS, i —— 
8 | = Wi | 
ht " / ‘ 
ng i y ot 
ge Hi y . 
dst . SY 
ca ’ t y, 
ry “a, 
A NOME 
cS, a mi | my 
st, ri 4y , om 
re \ “4 4 oa 
\\ Y “See 
ar is ‘ wz ciel 
: : NY | fee 
be {! ff Z N'\ A 7 a. 
at i , A \\ 
ti- / a \, 4y i e 
mo ; ae a <4 ae 7 
pt { | eA \ . yy : 
e- ; ' es A : 
iat | w if | AA ) : 
or ’ f vA ro a aoe 
| A oh FZ < 
th ; ; -s wa - . i Aa , Pi) : 
. c > , 
| y / ig Fe | ; : 
rae - * = ay : oe 
oy a po Fr ik i a coe 
— a — : a” f\ L &\S G r 7 q 
A f spe @ Ny \ o" i 
a NS A F 
a Pen’ e? a Ny P wa ane Y 7 
- Peres t\ : - 
’ ) eo ‘ +) wa J 
. fel » a eee f- 
fh 2 i" Be ae 
ia y re aa ; He: \ \ \ ME ‘ ; 7 
! a ee P| agg ‘N | 
Kee +o RR EAS , Ae” fa ; 
Be tes Jk nt tf ae” ft y 7 
Wen Re? ce ea ad py ‘Ah / Bio : sy 7 
4 gee ; iY Val . : oi /) & —? 
ay ny bh ot “ik ae Veg \S a RA! 1 ali —_ 
\ i yey i! ei Yi a’ \: ww 4 v A \ = 
- . ze e : he ms " , 2 < Ly i‘ . yh 
| — he i \ ; Wy . 
\} 7 \ A , oe \ , . 
| a\ See Z on,’ |e j 
= - “a ae \' ,. 
ae | a ees eee \ a 
a AN | I \ oy 
; | -_. _ | \ MA be 
f . —_ 7 i. ~ P a at Pe 2 A \\ \\ ca 
‘ ae ara ; eet “> i § \ ae 
ia ge ae er 1, Mets i es; 
> gis SS 
= Le ‘ ~~. ie 
— & ay \ ; ‘43 ah et K " ha ™ > \ 
a aed i J v Ut iy! afi ‘ \ 
: a Sg ; = ‘ 4 e ‘i F i ian 50) f 
a ; P te oe _— cs 
— a a. an Ve eee 
: a ae 4 ‘SRS es We li. 
= P , vob ee ay ~* A — - — 
~!, = MS oe. Geren We Ye, : 
| : to bs * > Af, iY i Fi a 2: ; 
a . fi 3 » 28 hs ' : ‘ 
_ | \ mm AX . 
= ae \ 4 Y ? De ci Be 
MQ ” 7 oat 
| ae Pe au 
7 « bis & is 
giohn Elmer, President — Ss . 
: : 4 : iat 
bea 
: vin fe, 
a  . eas | a et: 4 : es “ § : ee mt: ag ‘ ; ; 4 : 5 eS ' eget hints ei ie ee ee i a a 
[ee te ees : ; peg Mager fh. f ae ee ale ae Sy ae, Sie a Cae ER ey RY Te geet. toa oe a! St ee a ‘ ie + be 
Boe ai. Ui Yr ite ence ? } 4 Fa : = ar ha a ee ¥ i. 


22 ADVERTISING AGE 


April 19, 1943 


Do 
YOU 


Believe? 


Do you believe that Industrial 
Progress is the basis of all 
good living? 

If good living means food, 
clothing, home, automobile, 
radio and luxuries, it’s easy to 
prove the point. 

If good living also means 
religion, education, culture and 
good government, it is no less 
true that these things are the 
fruits of industry. 


It will pay for re-tooling when 


The preacher, the teacher, 
the artist and the governor, all 
must be supported by the in- 
* a crement from our mills, mines, 
: factories and farms. 


ucts can be built. 


The farther these people are 


removed from industry, the 
» more dependent they are upon 
of. industry to produce a flow of 
eS: : 


profit sufficient to sustain them. 


A good engineer could build 
his own home with his own 
4 hands, if need be. A good 
4 teacher must wait for the in- 
dustrial machine to produce, 
sell and yield a profit before 
he can have good living. 


their foundatrons in 


have 


ect ett OE. 


That industry is the source 
of better living is so clear to 
you and me, that it would 
seem everybody would un- 
derstand it. 


But when we try it on your 
friends and neighbors! Or, re- 
view the course of history! Or, 
look among our laws to see 
how many were designed to 
encourage industrial growth! 


necessities al/ must 


_ eee meme n ny hee eg OE 


ail 
“ie r 


You'll find that few people 
= know where good living comes 
a . from. 


GOOD LIVING 


Comes Only from Industrial Progress 


We are trying to explain the 
source of good living in 
McGraw-Hill magazines, and 
in newspapers. A current ad- 
vertisement is shown here. 


me 


We ask other companies, all 
over the nation, to join us in 
running the ‘‘Seed Money’ 
message. We supply free mats 


Fl a okey Dee 


more we believe in the Four Freedoms, 


(1,470 line size, for newspaper 


use) with space for name of 
local sponsor. 


fae trance 


McGraw-Hill Publishing Company, Inc. 
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ADVERTISING AGE 


April 19, 1943 


Joins ‘N. Y. hake 


Howard P. Abrahams has joined 
the advertising department of the 
New York Times. Mr. Abrahams 
was formerly head of the furniture 
section in the retail trade and serv- 
ices division of the Office of Price 


Prior to joning the OPA in 1942 he 
was an executive of Ludwig Bau- 


Administration in Washington, D. C. 


Catledge Leaves ‘Sun’; 
Field Adds to Duties 


Marshall Field, founder and 


owner of the Chicago Sun, has taken | 


over direction of the editorial page 
of the Sun, according to an an- 


nouncement by Silliman Evans, | 


publisher. 
The move was occasioned, ac- 
cording to Mr. Evans, by the resig- 


mann, New York, for 12 years. 


been editor of the Sun. Mr. Cat- 
- : — ledge will return to the New York 
Pe. aes i Times, with which he was connected 
os en for many years, most recently in the 


Washington bureau. 


Murray Joins WOR 

Gerry Murray, formerly on the 
editorial staff of Printers’ Ink, has 
resigned to join the press depart- 
ment of Station WOR, New York, 
as copy editor and writer. 


| STANDARD 


STUDIOS INC. 
540 N. MICHIGAN AVE. + CHICAGO 
Whitehall 5355 


Grauer to Pictorial 


Edwin B. Grauer Jr., formerly art 
director of Century Advertising 
Agency, Detroit, has joined the staff 
of Pictorial Studios of the same city. 


FOR 18 WINNERS 


nation of Turner Catledge, who has | 


April 5. Went over several pieces of 
copy done by a competent writer. Every- 
thing about them was sound, but there was 
no magic in them—none of that intangible 
quality which makes one girl, or one piece 
of merchandise seem more desirable than 
all the rest. Telling a copywriter how to 
capture this is about as difficult as telling 
a wallflower how to do it. 


April 6. Talked with a former ad man 
who is now a naval officer assigned to duty 
in Washington. He thought that most men 
who have gone there in uniform are happy, 
and most who have gone as civilian volun- 
teers are unhappy. The difference, he said, 
is that the uniformed man learns to take 
orders, do the job he is assigned to as 
best he can, and let somebody else assume 
the responsibility for winning the war. He 
doesn’t expect to do it all by himself, as 
the civilians do. 


April 7. Being a believer in the long- 
run value of a properly run labor union, 
probably I shouldn’t speculate on this 
thought. But as a technical problem in 
social pressures it has interested me to 
observe the maladroit procedures of the 
opponents of unions. The sure way to 
destroy unions would be to devise means 
of making them socially unpopular among 
the people they must appeal to. The fact 
that such groups as airline pilots and 
newspaper writers like to avoid the word 
“union” when they organize suggests that 
this might not be impossible. 


April 8. There is a good deal of talk 
nowadays about how the C and D economic 
groups have practically disappeared, as 
war wages have pushed them up into the 
B or even A levels. No doubt this is so 
as far as incomes are concerned. But it does 
not follow that the consumption patterns 
in these homes change as rapidly or as 


The Diary ofan Ad Man — 


This diary embraces the observations and reflections of one of America’s 

| most prominent and widely known advertising men. 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


It is presented in 


dence that they do not. The social-cul- 
tural strata tend to remain the same, and 
the desire and taste for certain kinds of 
merchandise do not automatically follow 
upon purchasing power. 


April 9. Studying a case in which one 
piece of copy has been constantly repeated 
for about five years with great success, I 
wondered why there are not more like it. 
Certainly there is a good deal of evidence 
that, for certain types of products, this 
repetition of one winning advertisement is 
more productive than the usual practice of 
making every insertion a different one. 
Probably one deterrent is the agency’s fear 
that they will not seem to be earning their 
commissions. A procedure which solves 
this is to keep one piece of proved copy 
going, but also to keep up a testing pro- 
gram in the search for a better piece. 


April 10. Got my first planting of peas, 
carrots, chard, radishes and onions into the 
ground; and then sat back on my haunches 
watching the neat rows as though the first 
shoots might appear at any moment. 


April 11. (ON THE NATURE OF AD- 
VERTISING KNOWLEDGE) The intuitive 
processes, which every advertising man has 
to rely upon in the absence of exact knowl- 
edge, are a kind of distillation of his 
mother-wit. He builds his success on a 
stock of almost unconscious knowledge 
about the ways people of every kind live, 
learn, yearn, and act. This he has soaked 
up from the social soil in which he was 
raised, and his limitations will tend to be 
the limitations of that soil—by geography, 
income groups and cultural patterns. As 
he prospers his dangers begin. There is 
very little sustenance for the intuitions in 
the rich suburbs, big hotels and exclusive 
clubs. How, as Kipling said, to “walk with 
Kings nor lose the common touch” becomes 


—the radio champions who led the 
field in the 1942 Fame-Motion Picture 
Daily Poll—all heard over 


WMAQ 


BILL STERN — Best Sports Announcer. 


BING CROSBY —Best Master of Cere- 


monies, Best Male Vocalist (popular). 


KEN CARPENTER — Best Announcer. 


FANNY BRICE — Best Comedienne. 


FIBBER McGEE & MOLLY —Best 


Comedy Team. 


RICHARD CROOKS — Best Male 


Vocalist (classical). 


TOSCANINI — Best Symphonic Conduc- 


tor. 


BOB HOPE—Champion of Champions, 
Best Comedian, Best Comedy Show. 


DINAH SHORE —Best Female Vocalist 
(popular), Year's outstanding New Star. 


VIC AND SADE —Best Daytime Serial. 


ONE MAN’S FAMILY — Best Dra- 


matic Serial. 


KRAFT MUSIC HALL—Best Variety 


Program. 


INFORMATION PLEASE — Best Quiz 


Show. 


ARMY HOUR — Best Government War 


Program. 


These stars-of-stars have built and are hold- 
ing a vast radio audience for your campaign. 


In the great Chicago Market, its ay 


THE STATION MOST PEOPLE LISTEN TO MOST 


¥ NEW YORK BOSTON CHICAGO WASHINGTON CLEVELAND 
DENVER SAN FRANCISCO HOLLYWOOD 


radically. Indeed, there 


is concrete evi- his problem. 


Calvert's April 
Drive Highlights 
Victory Gardens 


New York, April 14.—Calvert 
Distillers Corporation this month 
has adopted the government’s Vic- 
tory garden campaign as the crux 
of its advertising program designed 
to help sell America on a “cheerful 
acceptance of wartime conditions.” 

Copy in 225 newspapers, in 
magazines, on car cards of 40 trans- 
portation lines, and on _ outdoor 
posters in a number of areas, has 
been jingled in an appeal to Ameri- 
can householders to cultivate Vic- 
tory gardens. 

On car cards and posters, made 
effective by a _ three-dimensional 
technique the Calvert owl urges the 
public to: 

“Grow more food 
Stretch your ration 

Each Victory garden 
Helps the nation.” 

Advertisements in metropolitan 
newspapers and six magazines ap- 
pear three times a week, illustrated 
|with humorous drawings that fea- 
| ture Calvert animal characters (AA, 
| Feb. 8). 
| Lennen & Mitchell handles adver- 
tising for Calvert Reserve and Cal- 
vert special whiskies, while Geyer, 
Cornell & Newell is the agency for 
Old Drum whisky. 


Goodyear Signs Program 

Goodyear Tire & Rubber Com- 
pany, Akron, will sponsor a series 
of weekly programs over 110 sta- 
| tions of the National Broadcasting 
| Company, beginning April 20, enti- 
tled “Salute to Youth.” Broadcasts 
will feature Raymond Paige and his 
| orchestra and W. L. White, war cor- 
respondent, Tuesdays, 7:30 to 8 
p. m., EWT. 


| Loucks Joins 
Warwick & Legler 


| Jack Loucks has joined the media 
department of Warwick & Legler, 
New York. 

| Mr. Loucks recently resigned as 
space buyer for Blackett-Sample- 
'Hummert, Chicago. 


Nestle’s Premium 
Stores Closed as 


Casualties of War 


San Francisco, April 15.—After 13 
years of successfully promoting 
sales of Alpine milk and Alpine 
coffee on the Pacific Coast, the pre- 
mium plan of Nestle’s Milk Prod- 
ucts, Inc., founded on the idea of 
gift coupons as an advertising me- 
dium, has become a war casualty. 
The spearhead of the policy was the 
operation of premium stores. Seven 
stores in the Pacific Coast area have 
been closed. 

Prior to the closing of the stores, 
newspaper advertisements pointed 
out that the war made it impossible 
for the company to obtain stocks 
of its wide assortment of attractive 
premiums. Items made from criti- 
cal materials were no longer avail- 
able, and many of the manufactur- 
ers of the company’s premiums 
were now building war materials, it 


was stated. Patrons were asked to 
redeem all premium coupons before 
the closing date of stores. 


Gift Selection Varied 


The Nestle’s premium policy was 
backed by large-space, color adver- 
tising built around special pre- 
miums. These special offer deals 
gave the customer several articles 
from which to choose rather than a 
single featured item. A _ thousand 
premiums were always available for 
regular redemption. Experience has 
taught Nestle’s that variety is not 
only the spice of life, but of the 
premium business as well. 

Leon Livingston Advertising 
Agency, San Francisco, handles the 
company’s advertising in this area. 


Joins Helena Rubenstein 


Amy Blaisdell, formerly director 
of advertising and publicity for 
Ogilvie Sisters, New York, has been 
appointed public relations director 
of Helena Rubenstein, Inc., New 
York. 
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“———__ PERHAPS, as our enemies say, we have lived 
_ too soft, too long. Perhaps we should more 
aggressively help to shape our destiny. Yet 
no one can say Americans lack Faith; we 
know Innate Decency will triumph over the evil forces 
which would exploit us. 

Faith in the future enabled the Mirror to lead tab- 
loid newspapers out of the abyss of disrepute. Fasth in 
the people enabled the Mirror to give New York a 
NEWSpaper in tabloid size that represents a new high 
in journalism, 

The Mirror was the first, and to this day is the on/y 
New York morning newspaper, to furnish its readers 
with news skillfully epitomized from the million-word 
daily output of all three great news agencies: AP, UP 
and INS. New features and the best of comics have 
been added . . . and they stay only when a constantly 
growing readership wishes them to stay. The frills went 
out to make room for a// the news of a// the world. 


The mission to inform, to transmit significant in- 


\DVERTIS 


Vember of ASSOCIATED PRESS * UNITED PRESS 


a future 1s founded on Faith 


formation from the newsfronts of the world to 4 free 
and articulate people became the first duty of the Mirror. 
And that is the touchstone of an adult editorial philos- 
ophy which seeks to assist people to govern themselves 
with a wisdom as yet unrecorded, and to help them live 
better in history’s most hectic times. 

Just as Faith brought the gull to Rickenbacker, so 
Faith brought rewards to the Mirror. Today, seven years 
since it was decided to remake this newspaper to appeal 
to all straight-thinking families, the Mirror enjoys the 
largest circulation and the greatest advertising linage 
and revenue it has ever had. 

You’ll see the Mirror in the hands of Americans, 
everywhere, For its readers are a cross-section of the 
world that is New York. And the one thing this group 
has in common is fa/th in the things they read in this, 
their favorite newspaper. More than 750,000 of them buy 
the Mirror daily; more than 1,700,000 buy it on Sundays. 

We are as proud of our readers as they are proud 


of their Mirror. 


ING FEDERATION OF AMERICA ¢ AUDIT BUREAU 


* INTERNATIONAL NEWS SERVICE © AP, INS & STAFF PHOTOS °* 
OF CIRCULATIONS °* 


AMERICAN NEWSPAPER PUBLISHERS 


The story of Capt. Eddie Rickenbacker and the 
Gull will be told long after this war is a memory. 
It is of the stuff ef which Faith is perpetuated. 


MEDIA RECORDS: 
ASSOCIATION. 
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ADVERTISING AGE 


April 19, 1943 


Vitamins Now, 
Hormones Next, 
in Drug Field 


Sales Expected to 
Hit $150,000,000 
Peak This Year 


Chicago, April 15. — Vitamins, 
hormones and postwar planning 
held the center of the stage at a 
special meeting of the National 
Wholesale Druggists’ Association in 
the Palmer House this morning. The 
first two were discussed by E. Wal- 
ton Bobst, assistant to the president, 
Hoffman - LaRoche, Inc., Nutley, 
N. J., the last by B. B. Geyer, presi- 
dent and chairman, Geyer, Cornell 
& Newell, New York advertising 
agency. Other speakers on the pro- 
gram were S. L. Mayham, executive 


secretary, Toilet Goods Association, 
New York, and James Hill Jr., 
president, Sterling Drug, Inc. 

Mr. Bobst said that one of every 
three patrons of the drug store is 
buying vitamins and that 1943 vol- 
ume in that line alone will reach 
$150,000,000. No other drug store 
product has even approached such 
fantastic growth, but he sees one 
looming on the horizon which may 
surpass it. It is the sex hormone, 
regarded by many experts as a 
companion to the vitamin. 

The hormone is helpful not only 
to women, but to men, during 
change of life, Mr. Bobst said. But 
its greatest expansion is promised 
in the sphere of youth. One of its 
lesser, but sufficiently valuable 
functions will be to transform the 
high-pitched voices of youngsters, 
which, according to the speaker, 
cause not only mental depression, 
but even psychic stigmatization. 


Advertising Will Have Role 


Mr. Bobst believes that as mass 
production reduces costs of hor- 
mones, advertising will play as use- 
ful a role as it has in the vitamin 


field. In the latter connection, he 
noted a definite trend among manu- 
facturers to go direct to the public, 
both in advertising and selling. 

Though most of Mr. Geyer’s talk 
was devoted to the postwar outlook, 
he, too, touched on vitamins. He 
asserted that standardization is 
urgently needed to eliminate some 
of the controversy and confusion 
now rampant. 

Mr. Geyer presented a_ chart 
showing the possible dates of vic- 
tory and indicating some of the 
problems which would arise. The 
figures are not accurate, but merely 
indicative, he said. His chart pre- 
dicted victories in Africa and Russia 
by July, 1943; the collapse of Ger- 
many in October, 1943; an Allied 
victory in Burma three months 
later, and a final Allied victory in 
the Pacific by Nov. 1, 1944. 


Sees Big Postwar Volume 


The country’s manufacturers must 
be ready to take up the slack after 
this victory, Mr. Geyer said. They 
must produce and sell the greatest 
volume of civilian goods ever han- 
dled in the United States. This 


volume will reach 100 billion dol- 
lars, compared with 45 billion which 
will be available to civilians this 
year. To absorb this huge volume, 
the country will have a 1943 income 
of 135 billions, compared with 71 
billions in 1939. The lower income 
classes will virtually pass out of 
existence under this tidal wave of 
wealth and $5,000 incomes will be 
almost the minimum. This higher 
income accentuates the importance 
of the individual and gives advertis- 
ing its greatest opportunity. 

In passing, Mr. Geyer said that 
shortages of pharmacists will close 
some retail drug stores this year, 
and will also result in some relaxa- 
tion of state laws. 


Container Situation Grave 


Mr. Mayham, who opened the 
symposium, said the shortage of 
glycerine will make it impossible 
for toothpaste manufacturers to fill 
all civilian demands. The container 
situation is becoming progressively 
worse, with even glass tighter. 
While much research has been done 
on paper, ceramics and wood, pro- 
ductive capacity is insufficient to 


“TODAY, 


IN BUSINESS AS 


IN LIVING, 


THE ESSENTIAL THINGS COME FIRST !”’ 


A Match...and the New York Market 


What's a match got to do with the New 


York market? The answer to that one is 


easy... 


The American people know that a match 


is essential . . 


meat and bundling! 


And American business men know that 


advertising in the right markets is essen- 


tial—particularly today . 


all could go to pushcarts and the like! 


New York is one of those right markets... 


and WEAF is the essential station . 


on ee 


. or back they all go to raw 


.. or back they 


a market where 15,000,000 people (12% 
of the nation) spend 8 billion dollars 


country. 


yearly for retail merchandise alone — a 


Eleven stations that broadcast the na- 


market where WEAF’s superior signal 
carries the finest programs on the air to 


every corner of this vast area. 


WEAF...NEW YORK 


One Of Eleven Stations in 
Eleven Essential Markets 
Represented by NBC Spot Sales 


tion's most popular programs to 55% of 
.. the radio families in the United States 
because WEAF, the key station of the 


NBC network, dominates this market... 


(primary areas only) .. 


stations where the buying power is 34.2% 


match is essential to the American people 


WEAF - NEW YORK 
WRC-+ Washington 
WMAQ: Chicago 
KDKA+*Pittsburgh WOGY «Schenectady 
WTAM+- Cleveland 


KOA « Denver 


. eleven essential 


One of a series on America’s fastest-growing Victory Markets—New York City 


greater than the average for the whole 


Yes, eleven stations as essential to Amer- 
ican business for the maintenance and 


growth of war and peacetime sales as a 


for the maintenance of their way of life. 


NBC SPOT SALES 


KPO+San Francisco 
WBZ-A+ Boston-Springfield 


KYW «Philadelphia 
WOWO-WGL-«Fort Wayne 


ALTRUISTIC 


YOU DISH IT UB 
WELL DISH IT OME 
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w OA and the Quartermaster Cor. 
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Miles Laboratories, Elkhart, Ind., is 
sponsoring I-sheet, 2-sheet and 3-sheet 
posters using this design, which sells pa- 
triotism instead of a product. “Compli- 
ments of" appears in small letters in the 
lower right-hand corner. The posters 
were produced by Forbes Lithograph Co., 
Boston. 


take care of needs. Shipping con- 
tainers are also in a bad way. 

Mr. Mayham said that the indus- 
try’s education efforts have resulted 
in a slightly changed viewpoint in 
the Office of Price Administration, 
where cosmetics were formerly re- 
garded as luxuries. On the con- 
trary, Mr. Mayham said, toilet goods 
have made a definite, almost a 
measurable contribution to the 
health and morale of soldier and ci- 
vilian alike. 

Mr. Mayham said that the scarc- 
ity of cosmetics and other similar 
products will defeat efforts of groc- 
ers, florists and other retailers to 
expand their lines, insuring reten- 
tion of the druggist as the chief out- 
let. He said there will be fewer 
shades of lipstick, nail polish and 
rouge, fewer sizes of creams and 
lotions, perhaps even fewer sizes of 
perfumes and colognes. With alco- 
hol and glycerine short, more ad- 
vertising emphasis is likely to be 
placed on face powder and rouge 
and less on toilet water and lotions. 

Mr. Hill urged manufacturers and 
wholesalers to continue to advertise, 
even where products have been un- 
available because of the war. Main- 
tenance of brand consciousness is 
one of the elements on which post- 
war prosperity must be built. It 
is the only way in which jobs can 
be provided in the required num- 
bers, he asserted. 


e * More Than — 
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COVERAGE 


EVENING anal SUNDAY 


Is What You Get 


IN CEDAR RAPIDS. 


When You Advertise in 
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ADVERTISING AGE 


ANPA fo Weigh 
Industry Problems 
April 20-22 


Promotion Men to 
Hold Meeting 
During Same Week 


New York, April 14.—How sev- 
eral newspapers have been able to 
set up long-time programs On regu- 
larly scheduled war effort adver- 
tising is slated for discussion at the 
advertising session of the American 
Newspaper Publishers Association’s 
convention which will meet here at 
the Waldorf Astoria Hotel April 20, 


21 and 22. 
Presiding at this session on 
Wednesday afternoon, which is 


turned over to the Bureau of Ad- 
vertising, ANPA, will be Frank E. 
Tripp, chairman of the committee 
in charge of the Bureau and gen- 
eral manager of the Gannett News- 
papers. 

Other questions to be mulled over 
are: How has war bond sales dis- 
play advertising been financed in 
various communities? Has your 
paper donated advertising space to 
the local bond committee? What 
are publishers doing to offset the 
lethargy regarding advertising evi- 
denced by merchants in defense 
communities who are doing all the 
business they can handle? 


. Speakers Scheduled 


Chester J. La Roche, chairman of 
d the Advertising Council, will inform 
n the group on the “Workings of the 
Council,” and Frederick Dickinson, 
sales manager of the Bureau of 


\- Advertising, will discuss “What 
is Does the Public Think?” 

a Speakers also include Gerard 
e Swope, president of General Elec- 


tric Company; R. W. Brown, presi- 
: dent of the Lehigh Valley Railroad 
- and chairman of the Eastern Rail- 
road Presidents Conference Com- 
‘ mittee on public relations. 
‘0 Scheduled for ANPA’s Tuesday 
session are numerous editorial 
topics, questions on vitally impor- 
tant newsprint rationing and circu- 
lation problems. 
The final session of the ANPA 
will be climaxed on Thursday night 
by the Bureau of Advertising’s an- 
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ORDER NOW... NEW 1943 
Standard Advertising Register 


In t ese days of rapid fire shifts, the new 
1943 Standard Advertising Register and 
ce will keep you abreast of these 
anges, 
e Register lists over 11,000 national 
sectional advertisers, It gives the 
itive personnel of each including 
1cvertising manager, sales manager, 
Suver of printing. It shows the agency or 
cies placing the account, territory 
red and types of media used. In fact, 
ves all information necessary to effec- 
y solicit the advertiser or agency 
r by mail or in person. 
. . . 


THE AGENCY LIST—issued three times 
sar, April, August and December. A 
dependable source of infor- 
mation on 1600 advertis- 
ing agencies with their 
personnel, recognition 

and the 30,000 clients 
they serve. 


"NATIONAL REGISTER 
-PUBLISHING CO., Inc. 


1330 W. 42n¢ si. 333 N. Michigan Ave. 


nual dinner featuring John Kieran, 
columnist for the New York Sun, 
as toastmaster with Mr. Tripp pre- 
siding. This meeting has been dedi- 
cated as a salute to war heroes of 
the United Nations. 

The National Newspaper Promo- 
tion Association will hold its 14th 
annual convention at the Waldorf 
Astoria on April 19, 20 and 21. 


To Discuss Promotion Problems 


The opening session, scheduled 
for 10 a. m. April 19, will be de- 
voted to a discussion of “Promo- 
tion Problems,” led by Pierre Mar- 
tineau, Memphis Commercial Appeal 
and Press-Scimitar. 

This will be followed by a talk 
on editorial promotion at 2:30 p. m., 
and a clinic on editorial promotion 
at 3:15 p. m., directed by John 


Hoagland, Louisville Courier-Jour- 


nal. 

At 10:30 a. m., April 20, C. M. 
Carroll, classified advertising man- 
ager of the New York Times, will 
discuss promotion in his field, and 
at 2:30 p. m. Ray H. McKinney, 
president of the American Associa- 
tion of Newspaper Representatives, 
is scheduled to deliver a speech on 
advertising promotion. The day’s 
activities will be climaxed by a 
reception and dinner at 7 p. m. 

Election of officers will be held 
at the final session, April 21, 2:30 
p. m. 


Philco Corporation Forms 
New International Corp. 


Philco Corporation, Philadelphia, 
and American Steel Export Com- 


| 

pany, New York, have formed the Omaha Club Elects 

Philco International Corporation, B M. Wils Cc 

with offices at 230 Park Ave., New pecieggy iol ; wong arpenter 

York. Formation of the new cor- | Paper Company, has been elected 

poration was deemed necessary by |president of the Omaha Advertising 
“ Club, succeeding Charles Gallup of 


both in order to lay the ground- 
work for further expansion in the Bozell & Jacobs. Other officers 
elected are: Vernon Smith, vice- 


export field in the postwar period. | ©©°” ; . 
Prior to the formation of the new| President; Stuart B. Potter, secre- 
tary-treasurer; Ernest A. Reese, 


corporation, American Steel Export | 
Company handled the sale of Philco | director for two years, and Merle 
products outside the United States.| Moon, director for one year. 
Officers of Philco International —_—_——_ 
will include Larry E. Gubb, chair- 
man; Dempster McIntosh, president; Burbach to WNOX 
John S. Haber, vice-president; and George M. Burbach Jr., for the 
William R. Wilson, treasurer. How-| past eight years with NBC’s network 
ard W. McAteer, president of Amer-| sales department in New York, has 
ican Steel Export Company, and | been appointed commercial man- 
Russell L. Heberling, a director and|ager of WNOX, Knoxville, Tenn. 
vice-president of Philco Corpora-|Frank T. Breslin has assumed the 
tion, will serve on the board of| duties relinquished by Mr. Burbach, 
directors. in addition to his own. 


New York Chicogo 
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Sherwin-Williams Forms 
Postwar Objectives 


Believing the war will be fol- 
lowed by a period of great indus- 
trial and economic opportunity re- 
quiring many revisions of past pro- 
cedures on product formulation, dis- 
tribution, advertising and merchan- 
dising, and that planning now to ad- 
just to these changes is in the best 
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7 FIELD... 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


interests of its employes and cus- 
tomers, Sherwin - Williams Com- 
pany, Cleveland, has set up an 11- 
man committee to plan and direct 
the efforts. Subcommittees are be- 
ing formed to work with similar 
committees of other industries in 
order to coordinate product de- 
velopment plans and keep informed 
of new discoveries. 

The committee has _ established 
seven major objectives which are 
being publicised in the form of an 
attractively printed declaration suit- 
able for display. The points are as 
follows: 

“1. To anticipate as accurately 
as possible postwar conditions and 
requirements, and to organize our 
methods and procedures to be in 
harmony therewith. 

“2. To acquaint ourselves to the 
utmost with new discoveries and 
developments in all fields of science, 
for the purpose of creating new and 
improved products, and to insure 
that our products at all times will 
represent the highest possible stand; 
ard of quality. 

“3. To keep informed of the 


‘|}postwar plans of industrial and 
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Buffalo industrial leaders have pooled ideas and funds to employ advertising as a tool for boosting war production. These three 
page advertisements in six newspapers are devoted to recruiting of women-workers, absenteeism, and an explanation of the 
reasons for training some apt workers through the "standee" method. Financed by war industries, the six-month campaign js 
sponsored jointly by the Buffalo Chamber of Commerce, which has been a pioneer in attacking the local manpower problem; 


through advertising, labor unions, and the war industries. Landsheft, Inc., is the agency. 


transportation leaders of America, 
with a view to coordinating our 
product development plans as 
closely as possible thereto. 


..-and you didn’t read it! 


It wasn’t on page one. It didn’t carry a top head. 
But, it was the biggest news story of the year to 
gramps and mom and sis. They found it in The 
Journal on a page that didn’t mention Africa or 
Eisenhower or Guadalcanal—a page packed with 


news about local boys. A page on which every 
story is a BIG story to some family in the Port- - 
land Area. A page The Journal runs every day! 
Small town stuff? Maybe it is! But names make 
news, and local names are big news to the homie 
folk. That’s why The Journal is the preferred 
newspaper in The Portland Area, which, in popu- 


lation and payrolls, is one of the Pacific Coast's daily circulation is con- 
five major markets. # centrated. 
Cosmopolitan Portlanders are keenly.interested 
in world news, too. The Journal publishes BOTH 74% 
kinds in popular balance. . . presents all the news HERE : _ 
of the world that Portland families want to know of Oregon's 40 million 
about. No wonder The Journal is today, as it has dollar current monthly 
been for years, the preferred* mewspaper of the industrial payroll ... is 
Portland Area. earned and spent. 


Tusk, ie 
BRITISH COLE 0 bn ¢ 
nos =the JOURNAL 
aN nth 
PORTLAND, OCOREGON 


Portland's Afternoon Newspaper 


Represented by REYNOLDS-FITZGERALD . . . New York 
Chicago, Philodelphia, Detroit, Los Angeles, Son Francisco 


<*The Journal reaches 
“19,096 more subscribers 
in the Portland Area. 


HERE 717%... 


The Journal’s 140,762 


“4. To seek ways and means of 
reducing costs of production and 
marketing, in recognition of the 
probability that the greatest prog- 
ress will be made in postwar mar- 
kets by manufacturers whose prod- 
ucts possess the greatest merit and 
merchandising appeal at popular 
prices. 

“5. To give special consideration 
to methods applied to personnel re- 
lations, with the thought in mind 
that the winning team is usually the 
one with the best spirit. 

“6. To maintain our company in 
its position of leadership of its in- 
dustry and to further its position as 
an industrial leader of America. 

“7. To keep in mind at all times 
that our objective as Americans is 
to win the peace for the world and 
for the future of humanity, and that 
our planning for the future must in- 
clude full consideration of the wel- 
fare of our customers, the ultimate 
consumers of our products, our em- 


ployees and the stockholders of oy; 
company.” 
cs * *” 

The need for postwar planning is 
nothing new. Some 80 years ago 
Abraham Lincoln recognized it 
when he said: “If we could first 
know where we are and whither 
we are tending, we could better 
judge what to do and how to dao it.” 

* * ” 


While postwar planning has the 
limelight today, there are some 
who feel there is even more urgent 
need to do some ante-peace plan- 
ning. Too much thought today 
seems to be based on the assump- 
tion that business will emerge di- 
rectly out of war activities immedi- 
ately into postwar or civilian op- 
erations, entirely overlooking the 
imminent probability of a previous 
readjustment of activities before the 
actual dawn of peace. It already 
has caught some companies short 
with cancellation of their war con- 


THE RIGHT INTRODUCTION smooths the way 


Take advantage of WMBD’s unique position of 
leadership in rich Peoriarea—it gives your product 
a confidence-building introduction by an old and 
trusted friend. WMBD is close to the family circle 
of the homes in 17 of Central Illinois’ richest agri- 


cultural and industrial counties. 


THE RIGHT INTRODUCTION 


Recently completed 36955 call survey 
by Robert S. Conlan and Associates 
shows impressive coverage; WMBD 


delivers the Peoriarea market 
other medium can. 


ot wu NO/s 


Call Free & Peters or Write WMBD 
for copy of complete Conlan Survey 


WMBD is a member of CBS 


as no 


xx*e 


a a a ee oe ee ee | 


AR : ‘ 
in ee tra 
cecil = a lat 
re _ ye | sitl 
oe = a a 
or ee (< Fyn RE ow THE “i f q ov" 
a A AGN en) Me THEY ours a %e 
ae | = ae , A weeke de 2 .*), the 
ein | Ts q *. 'G etic "$A | a — | yé 
<7 ~ a) > 4 P. ak LL 3 ob 
WA ct et 
B.¢/ oT tA hd RI _ o. & W 
: mé 
7 — no 
in 
be 
oe tri 
Seanees “nde co 
a See R 
si aD ee atee ae poe * ~ tac p> Putte Vows : mc ee os fo 
— Ee Some ih VW, Brena) Ww 
fae aigash nee a Se a * a ‘ 
ny 3 cen oan cu = = ; : gh i 
; _ Nis Seger Sam Mes Wor Intoortns ash ies . 
: re _ : 
F 
Le x > 
|» Matiogs > | $e 
FUSIN Ec.) | 
i? <i ee ET 
- NN » 
: aN * Pa 4 NX ha , "A >, 
7 ‘ 2 ' ; ——— es P 
ae “ - - « 
i‘; ac’ "i 7 \N 7 ‘ 
fear. « > : Baie ’ ——_ | 
ial , + 4 "7 \ . = 4 
‘ ; “ ; al 4 : y -- ~, | 
ee oe m W / eo fe Y 7; ’ } ‘tb = " 
— ; re MS <~ : | 
4s \ ary ‘ 
| - RAPA) Nee af é | 
% v ‘_ +} a kK i : : ; “ ' 4 
\ \ ne ; =A : aut het ie - % | 
: y Fy eet: 4 ‘+ eek Pe _ ‘ | 
J } : ) 
. bd r b ) f 8 
z ; st waa * i Ps ; LS 
4 “7 pr, ~ } \ * é > —_—__———_—_— oOo ee ek eee: S|; eee — 
. | ge IN| WL Gr, | Se 
. j ~ — = - 
: eee bs 7% wart ~ “ 
— , YS , Doe ve — = = i \ : 
ie ia : \ ‘| john R \'s stripes ’ « = zs % = | ; Sy ’ (Ze 
eae. - 4 Corpor”. wom att et a a EE eh IN Se * “ ; Lp 
; 4 picrert ee hes wee orm 2 a A. +9) sae ie mm Ke — 
: ee oni of cote ee ema “aq | —{ “i 
. | Ther ae aoe = bias 
=" BIGGEST NEWS STORY Gores i tah 
; * Neant edad ye wrt Soe Pert ie eee. 
7 | eee any oS “Ay Se atm 
so"; OF THE YEAR \ See 
7 vn Haeeitve’ w a ; (¢ (4 Sc. a Cs 
7 a ¢ MORKOSF F&F 
ai t 040) Py 
: eee 
*. Te Morn, 
eon NG Lis 
| ga a — 
ea 65. 5c. 
c — Pe 1 ne * Wmep 
= i %, Al den ition nen a 
: ees = = All Ou, bs 
| vate a F . : Ww Afternoon fan ers ® 
, | + Bombsbelay Note. +1 Mote 
— >» “3 iMance 
pts a 7 VAL : . - Aes, 
ise “a ne al 
a ) ve 
fee B-} | PETERS, Ine. 
bs A a AL | ete Se 
eee 
Bie * se 7 é oa re 2 ee : <e es * « ‘a ‘ ‘ A P E “ i oa fe % +3 mi ¥ - x ie, c i ie | 7s q we Paw J wt a ay. * Foglia =~ : Fare ee bot as > : =. eg F a : > ‘ ia eo . fe re 
é oe j ‘ f 2 é , ae 4 i" ; . .. ie i? Ae : cae . as ‘ ay ‘ r * 
iy ae Peat oe ae ae eae ie 2 Oe tga eee i , us Si oP ae Mecieee “4 


43 
— 


April 19, 1943 


29 


= 


Alert and smart as usual, | 
leaders are awake to 
ion and foresee millions of un- 
ved before the summer is 
or perhaps even started. 

us ae 


tracts. 
jabor 
situat 
empl 
over, 

4 move that will materially help 
the small tool industry avoid un- 
necessary surplus stocks after the 
war as well as its prime wartime 
objective, is a campaign by the in- 
gustrial distribution section of the 
war Production Board to reallocate 
metal working and precision tools 
now lying dormant in stock bins in 
industrial plants. The plan would 
be worked mainly through indus- 
trial distributors throughout the 
country acting as transfer agents. 
Remembering the glutted market 
for small tools following the last 
war, the distributors look upon the 
proposed campaign as good postwar 
planning as well as an implement to 
help widen the present supply bot- 
tleneck. 


Bullock’s Sponsors 
Postwar Radio Series 


Bullock’s, Los Angeles depart- 
ment store, is currently sponsoring 
a 26-week radio series titled “The 
World We're Fighting For” which 
pictures postwar life in terms of 
plans and prophecies. The store is 
believed to be the first to devote a 
commercial series to the study of 
the postwar world. Instead of the 
usual commercials, Bullock’s pre- 
sents war effort messages tied in 
with the prospect of postwar free- 
doms. 

Dana Jones Company, Los An- 


geles, handles the account. 


Towell Adds Two, 


Gets New Account 


Paul F. Cranfield, formerly with 
R. M. Vetter Insurance Company, 
has been appointed copy chief of 
Arthur Towell, Inc., Madison, Wis. 
Victor R. Johnson, formerly with 
the Madison Newspapers, has joined 
the plans department of the agency. 

The Towell agency has _ been 
appointed to handle the advertising 
of the Wisconsin Alumni Research 
Foundation, licensor of vitamin D, 
Madison. A campaign is being 
planned for general publications 
and professional media. 


Salsman Injured 

Fred H. Salsman, of the Chicago 
staff of Paul Block & Associates, 
sustained a sroken leg in a fall from 
a train in Union Station. He will 
spend the next six weeks in Wesley 
Memorial Hospital. 


KFDA Joins Blue 


Station KFDA, Amarillo, Tex., 


has become affiliated with the Blue 
Network as a member of the South- 


western group. This makes the) 


15lst link in the Blue chain. 
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——1943 —__, ——1942— “ 

Pages Lines Pages Lines 
*Canadian Home Journal........ . wat oe 29,086 40.4 27,440 
*bCanadian Homes & Gardens.... ae - 33.1 22,231 24.7 16,579 
Pe. > scenescas teaane res ; ‘ ef 25,288 41.3 28,079 
Pn "fis. -cta dias ereeeeeines sada 27.0 11,568 26.7 11,044 
*Maclean’'s 53.7 $6,541 42.8 29,124 
< .. SaeeeTeee reer eae 46.6 31,285 47.1 31,657 
*National Home Monthly.. 28.4 19,345 28.7 19,526 
CR WORN bat ee st a0 Ks cans 21.0 14,257 28.2 19,197 

Te Se aia vnc dads cetarscesv cos eneewsens 289.8 189,601 278.9 182,646 
Display, including poultry and livestock in Canadian Farm 
eS IN cs ck beens 6 nent ennede® 25.6 17,929 19.0 13,282 
°CGeountry Guide, TRE. ......ccces: pas ews 24,264 21.3 15,315 
i*+Family Herald & Weekly Star: 
Eastern Edition .............. se . 44.4 44,890 28.5 28,825 
. 4. lee .e - 41.7 42,127 26.1 25,328 
tFarm & Ranch Review..... : eae . . 101 7,270 12.6 9,081 
tFarmer’s Advocate & Home Mag ve 29.0 20,275 27.7 19,356 
SWarmer’s Magasine ........cecssrccces ae 23,598 26.3 18,375 
i*tFree Press Prairie Farmer...... : ; oo Ce 46,430 29.7 33,437 
*tWestern Producer ....... 22.5 24.074 16.5 17,688 
TWetes Groep ....6+-- Swe eas Per 250,857 208 


*Figures furnished by publisher. 
tMarch figures. 
11943 5 issues; 1942 4 issues. 


Canadian Farm 


Magazine Linage 
Up Over 1942 


New York, April 14. — While 
Canadian magazine linage for April, 
1943, showed an increase of 3.8% 
over the same month in 1942, farm 
papers registered a gain of 38.8% 
over last year. 

According to an ADVERTISING AGE 
compilation based on figures of 
Publishers’ Information Bureau, 
magazine linage for April maga- 
zines totaled 189,601 compared with 
182,646 lines a year ago. Farm 


206.7 ixe.es7|Papers for April, 1943, carried 


| 250,857 lines compared with 180,687 
| lines in April, 1942. 


| 


Helping to boost the increase in 


\farm paper linage, The Country 
Guide reported that from a linage 
standpoint, the April issue was the 
biggest in 12 years, with paid com- 
mercial display linage up 58.4% 
over April, 1942. 


Joins Tracy, Kent 

Angela D. Walsh, formerly with 
Crowell - Collier 
Company and Parents’ 
New York, has joined the research 
department of Tracy, Kent & Co., 


Sponsors Coast Baseball 


Rainier Brewing Company, San 


play broadcasts over Station KYA 
of all games played during the com- 
ing season by the San Francisco 
Seals of the Pacific Coast League. 


Publishing 
Magazine, 


play-by- 
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FAMOUS BRANDs 
pRODUGIION GLOSS 


MODERN GLOSs 
pRODICTION 
\SKELAND 


CONSOLIDATED C22Z2d/ PAPER 


The pioneering developments of our steel industry 
are typical of a long list of American achievements 
in almost every field. One... of utmost importance 
to the Publishing, Printing and Advertising world 
... came in 1935 when Consolidated introduced 
enamel coated paper made so economically it could 
be sold in the price range of uncoated stocks. 


before possible. 


S 
AT UNCOATED PAPER PRICES 


Another Important Fact: Printers, publishers 
and advertisers have learned that the high opacity 
and bulk of Consolidated Coated Papers permit 
substantial weight reductions without materially 
lessening the appearance or thickness of publica- 
tions or brochures. Stepping-down basic weight 
specifications helps conserve paper and aids users 
to comply with war restrictions on paper con- 
sumption with minimum decrease in press runs. 


What a boon Consolidated Coated 
has been to printing, publishing, 
and advertising!! Priced as low as, oe ee 
or lower than, uncoated stocks, it can 
be used for brochures and publica- 
tions for which coated paper would 
otherwise be prohibitive in price. 


Produced and coated in four grades, 
one of the famous Consolidated 
brands (listed at the left) is almost 
certain to meet your requirements. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES SALES OFFICES 
WISCONSIN RAPIDS, WISCONSIN 135 $0. LA SALLE ST., CHICAGO 


Four Modern Mills .. . All in Wisconsin 
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ADVERTISING AGE 


Crop Corps, Land | 
Army Drives Same 
Thing—LaRoche 


New York, April 13.— Allaying 
fears of advertisers who have placed 
their power behind the U. S. Crop 
Corps campaign, Chester J. La- 
Roche, chairman of the Advertising 
Council and chairman of the board 
of Young & Rubicam, at a press 
conference yesterday pointed out| 
that similar promotion for “land| 
armies” will in no way dampen 
their efforts since the latter is} 
merely part of the over-all Crop} 
Corps drive. 

Mr. LaRoche reemphasized the 
council’s function as a_ liaison! 
agency between the advertising| 
business and Washington, in an at-| 
tempt to let officials see what ad- 
vertising men “look like.” 

The council’s chairman also dis- 
cussed an impending campaign 
dealing with housing for war work- 
ers, to be coordinated by Elon Bor- 
ton of LaSalle Extension University, 
Chicago. The drive, which is being 
siphoned through the National 
Housing Agency, will aim to bring 
about better housing facilities in 
war production areas. Foote, Cone | 
& Belding, Chicago, is the agency | 
selected. 

Anti-inflation is likewise being | 
studied with a view toward de-| 
veloping a campaign, Mr. LaRoche} 
asserted. He declared that private | 
industry is better equipped to do an| 
adequate advertising job than paid | 
government advertising, which| 
would lead to bureaucracy. 

In all, newspapers of the nation 
will contribute $50,000,000 worth of | 
advertising space during 1943 to 
help put over government cam- 
paigns, Mr. LaRoche said, with | 
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the same amount. A similar sum 
also will be spent by industries dur- 
ing the year. Magazines likewise 


are contributing heavily to the vari- | 


ous drives, he said. 
Farm Papers 
Register 19.5% 


Linage Gain 
New York, April 14.—All farm 


l 
| radio stations devoting time worth | 


| 


papers registered gains this month, | 


the average being 19.5%, according | 


to an ADVERTISING AGE compilation | 


based on figures of Publishers’ In- 
formation Bureau. 

Gains recorded include 30.0% for 
April monthlies; 6.0% for 
monthlies; 5.3% for March semi- 
monthlies; 7.5% for March bi- 
weeklies; 17.1% for March week- 
lies, and 41.5% for March dailies. 


Total linage for the entire group | 


amounted to 1,249,496 lines, com- 
pared with 1,045,342 lines for the 


|same period in 1942. 


‘Post’ Launches New 
Four-a-Night Program 

The Saturday Evening Post be- 
gan sponsorship, April 14, of the 
“Do You Know the Answer” pro 
gram, heard four times nightly on 
Station WOV, New York, for 52 
weeks through MacFarland, Ave- 
yard & Co., Chicago. 

The program, which will be heard 
Mondays through Saturdays at 6:25, 
8:25 and 9:25, p. m., EWT, con- 
sists of last minute news headlines 
presented by a news announcer and 
a telephone call made by Alan 
Courtney, conductor. Persons called 
are paid for answering the phone, 
and earn a larger sum if they know 


the answer, which is contained in a| 


statement made on the air just prior 
to the call. Henry C. Klein, radio 
director of the agency, will be in 
charge of production. 


Palmer Rejoins B & B 


Frank Palmer has returned to 
Benton & Bowles, New York, as 
spot time buyer in the radio depart- 
ment. 


March | 


April 19, 1943 
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Commercial Display Commercial Display 
Including Poultry and Display Including Poultry and Dis 
Livestock Advertising ro agg: Oe Ady: a 
——1943-—. -—-1942——__ 1943 42 —1943-——.. ——-1942- 1943 ry 
> : ry > + i ; - Ay Pages Lines Pages Line I 42 
Pages Lines Pages Lines Lines zines | ages L s age zines: Ane Lines 
Monthlies Michigan Farmer 25.9 19,870 24.7 18,976 17,72 619 

American Poultry Journal Missouri Farmer 7.0 5,487 cz) 6,048 5,34 ) 
Eastern Edition : 35.9 15,401 0.5 13,083 8,894 6.948 | Missouri Ruralist 15.6 11,882 14.1 10,716 10.6 
Central Edition . 26.4 11,320 18.6 7,991 7,205 4,927 | Montana Farmer 26.6 20, 23 22.3 16,844 16,88 
Western Edition 19.2 8.243 13.1 5,638 6,201 4,077 | Ohio Farmer 32.6 25,052 27.6 21,193 23.84 
tIn all 3 Editions 17.7 7,597 10.8 4,618 5,884 3,565 | *Oregon Grange , 12.99 ‘s - 

| *Better Fruit ... « 413.2 4,118 11.2 4,688 5,118 4,688 Bulletin ..... oe. 2.8 4,776 3.9 938 13,7 5 

Breeders Gazette ... 15.9 7,171 «14.7 6,604 », 051 3,141 | Pennsylvania Farmer 30.7 23,609 25.9 19,925 20,7 

California Citrograph 14.0 9.424 15.6 10,490 9.425 10,490| Utah Farmer ....... 14.8 11,164 13.9 10,473 9.66 

Capper’s Farmer .... 33.4 22,689 26.2 17,826 22,024 17,300) Western Farm Life. 18.9 14,780 20.6 16,184 16,24 

Country Gentleman -. 66.2 44,981 49.2 33,460 43,618 31,740 | pace 7 

*Electricity on the Fae ose a as 1S 5.2 210,400 244.1 195,851 187,48 
4 ae ee 6 1,642 10.9 3,891 1,642 3,891 | -Weeklies—March 

Farm and Ranch 25.4 19,204 22.9 17,276 17,055 15,324 | American Agriculturist. 22.6 16,468 26.0 18,953 13,812 184 

Farm Journal & | Arizona Farmer 21.1 15,939 20.3 15,359 15.939 § 
Farmer's Wife ...... 50.3 21,576 36.3 20,250 14,292 | 'Dairyman’'s League A , 

*Florida Growers Mag. 5.9 4,043 5.4 4,043 3,691 ee “a cawe &% 4.7 5.4 ' 

*Hoosier Farmer , 11.2 5,063 11.9 », 063 5.355 | Dakota Farmer 19.9 14.8 

*Kentucky Farmers’ | Farmer, The 32.7 23.4 ‘ 
Home Journal 10.2 8,021 7.7 5,822 6,931 1,675 | Idaho Farmer 21.6 21.4 , $16 

*Michigan Farm News 1.6 3,353 1.7 3.409 3.353 3,409 | Nebraska Farmer 9.8 + ; 26.5 19 ; : 19 429 

*National Livestock | *tAverage Editions 4.7 25,303 8.0 0,399 21,270 
Pee «sévae Kas 5.8 4,198 5.4 3,897 4,189 3,897 | ~_ —— on” ‘pai 2 ei : 

Nation's Agriculture. 3.6 1,631 5.6 2,538 1.596 2.538 omesteac 27 9,158 25.3 1,423 6.681 169 

*New Jersey Farm & | Oregon Farmer 20.1 15,161 19.8 14,955 15,11 4,940 
EE ccchinto wy du © a 51.8 23,324 27.6 12,434 11,550 10,496 | Pacific Rural Press 

Poultry Tribune: | Northern Edition $1.7 85.8 27,043 23,52 v69 
Eastern Edition ‘ 38.1 16,327 14,079 9,906 8.218 Southern Edition 29.3 34.1 25,807 21,54 1383 
Central Edition -.. 29.6 12,694 10,955 8.626 7,360 tBoth Editions 28.5 31.4 23.743 21,106 a4 
Western Edition . 22.6 9,685 8,904 7,920 6,450 | Prairie Farmer: — . 5 7 “ 

Pacific Edition ... 26.1 11,188 10,013 8.633 6,834 , Ill. e a a: 33.7 24,550 yp 19,908 38.346 \ 
In all 4 Editions.... 20.3 8,69 7,33 7.367 5,906 tural New Yorker 28.9 22,686 28. 22,283 6,885 69% 

rrepanive Farmer: se = — Wallaces’ Farmer. 31.9 25,009 26.8 20,970 22.512 025 
Carolina-Va. Edition. 26.1 19,007 27,3 Washington Farmer 23.4 17,657 19.9 15.035 17,566 yo 
Georgia-Ala. Edition. 25.4 18,514 27, Wisconsin Agriculturist 25.7° 20,145 22.1 17,317 17,907 587 
Ky.-Tenn. Edition... ! 24.9 18,150 25,6 | 
Miss,-La.-Ark, Edit'n. ; 24.1 17,53 24.6 Total Group . ‘i. 404.5 306,199 377.7 284,778 278,917 \ 
Texas Edition “ 24.0 17,481 25, Weeklies—Mare 
tIn all 5 Editions.... 20.3 14,794 21,§ Capper’s Weekly 5.4 12,055 6.2 13,986 8,00 8} 
tAverage 5 Editions. 24.9 18.137 26, *Washington Grange . 

Southern Agriculturist 15.7 10,992 13, , WERE CL eee 18.9 20,538 18.7 20,244 20,538 0.944 

Southern Planter 19.3 3.492 14,3 Weekly Kansas City Star: 

Successful Farming 45.4 20,426 28. Missouri Edition 12.0 29,592 7.7 128,838 23,798 i1-¢ 
Total Grotp ........ 801.5 459,337 628.2 353,196 105,060 305,333 ae ae as 16.3 62,185 32.6 53,068 52,339 99 
Monthlies— Mare duilies—Marech 

AY , ro ei . . durch . - » of @ * oe | *Chicago Daily Drovers 

American Fruit Grower 15.0 6.854 14.7 6,702 6,854 6.702 : ‘ =: ieee ents on, 

Ark: . F: - e 248 > ~ ~ ove Journal ives 19.2 40,906 14.7 31,374 29,630 

d ansas armer . 7.4 5,615 6.8 5,122 5,440 5,112 *Kansas City’ Daily 

Farmer -Stockman <a 17.9 13,504 18.0 13,584 11,171 11,977 Recuiee > een 29 4 17.082 14.0 29.797 t1.19% . 

sidaho Granger ..... 7.8 8,486 6.4 6,978 8,486 6,978] eQmaha Daily Journal ati “vers oe tN 
Seat Apangaeneargl ® ¢ ‘ | Stockman Ca 25.7 54,626 17.8 37,878 39,667 25.78 
“armer rr on 44 5,948 4.3 3,836 3.668 3.631 | egy Louis Daily Live- _— 
Total Group ........ 52.5 38.407 560.2 26 999 45.619 34.400 stock Reporter 14.3 30,354 10.9 23,248 23,093 17. % 
Semi-Monthlies—March Total Group 81.3 172,968 57.4 122,227 122,586 ‘7 

*California Grange 


7 17,066 14,444 17,066 
25,291 26.1 19,011 21,864 16,914 
7 13,110 11,476 12,415 


*Figures furnished 
Figures not ineluc 
'Became a bi-week 


News ; ne Se vaeaw 13 
Hoard’s Dairyman 3 
Indiana Farmers’ Guide 15 
Kansas Farmer ‘ate 16.5 


@ -3 60 


by Publisher 
led in total 
ly, formerly semi-monthly 


2.557 14.9 11,367 11,336 10.670 21945 1 edition, 1942 four editions 


La Gorce Promoted Waters Appointed 


Gilbert G. La Gorce has been Portable Cottage Corporation, 
appointed assistant western adver-| Brooklyn, has named Norman D. 
tising manager of National Geo-| Waters & Associates, New York, to 
graphic Magazine, with headquar-| handle advertising for its prefabri- 
ters in Chicago. Mr. La Gorce|cated poultry houses. The cam- 
joined the publication in 1932 and|paign is appearing currently in 
was New England representative |newspapers in New York and cities 
prior to his transfer to Chicago four | within a hundred mile radius, with 
years ago. insertions running to 100 lines. 


Field’s Elects Two 


William S. Street and Luther H 
Hodges have been elected vice- 
presidents of Marshall Field & Co.. 
| Chicago. Mr. Street is general man- 
ager of Field’s Chicago and subur- 
ban retail stores, and Mr. Hodges 
is general manager of the company’s 
manufacturing division, with head- 
quarters in New York. 


Axiom: Improve the product and you automatically improve the copy. 
Today particularly, one of your primary responsibilities is to put your 
influence behind product improvement. There’s a whole nation of fighters 
and workers to be fed and kept healthy. Can a product of yours help? 
Vitamin enrichment or fortification may be the answer. And if vitamin 
A is a logical addition, you will want to get and pass along the facts about 
what we believe to be the finest vitamin A concentrate available. 
Distilled V 


in the natural Ester form is produced by molecular distillation in high 


Better food and 


drug copy? Here's one 


sure technique 


itamin A Esters* 


is the name. This concentrate of vitamin A 


advantages. 
Distilled Vitamin A Concentrate in the 
tifically uniform in quality, high in potency, 


to foods or pharmaceuticals. 


Get complete information and performance 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patents. 


— DISTILLATION PRODUCTS, INC 


755 RIDGE KOAD WEST, ROCHESTER, NEW YORK 


“owned by EASTMAN KODAK CO. and GENERAL MILLS. BP 


, Sales Agent: 
1 Commodities Division, General Mills, Inc., Minneapolis, Minn. — 


—“Oil-Soluble-Vitamin Headquarters” 


vacuum, a process which gives the resulting concentrate several unique 


natural Ester form is scien- 


two to ten times more stable 


in heat, light, and air than any other commercial concentrate we have 


tested. Exceptionally bland, this vitamin A does not impart taste or odor 


Write for our new illustrated brochure, ““The Story of Vitamin A Esters.” 


data for your technical men. 
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Wartime Packaging 
Important Saver 
of Critical Metal 


New York, April 14.—Millions of 
nds of vitally needed war ma- 


pia have been saved by the con- 
version of packaging from critical 
to non-critical products, Walton D. 
Lyncn, vice-president of the Na- 
tional Folding Box Company, said 
nere yesterday at the opening ses- 
jon of the American Management 
Association’s wartime packaging 
conference. 

Mr. Lynch estimated that the 


substitution of paperboard contain- 
ers facilitated a saving of 215,000,- 
900 pounds of metals, 750,000 
pounds of glass, 256,000 pounds of 
cellophane and pliofilm, 8,000,000 
poard feet of lumber and 12,000 
pounds of rubber. 

Elimination of all packaging frills 
under wartime conditions was 
strongly emphasized by several 
speakers, and Joseph Givner, vice- 
president of the Real Silk Hosiery 
Mills, told the industry that “pack- 
aging should give more value for 
less money each year and should do 
this through the elimination of) 
frills.” 


Simple Design Vital 


Creation of designs that not only | 
greatly increase packaging costs, but | 
which also step up manufacturing 
problems and slow down production 
should be forgotten, said F. D. Cum- | 
mings, assistant to the vice-presi- | 
dent of John Morrell & Co. 

According to Charles L. Sheldon, | 
purchasing agent of the Hood Rub- 
ber Company, an inventory control | 
order may soon be released which 
would eliminate certain types of! 
glass containers. 

One highlight of the conference | 
was a packaging exhibit of war ma- | 
terials, in which all branches of the 
armed forces participated, display- 
ing flame throwers, bomb cluster | 
racks, chemical mortar shells and 
impermeable bags uf€d to carry | 
clothing exposed to gas to a de- 
contamination depot. 


Joins ‘Cosmopolitan’ 
Frank Hunton, formerly with 
Standard Farm Papers and Popular 


Science Publishing Company, has) 
been appointed to the Chicago 
advertising staff of Cosmopolitan, 
Since 1939 Mr. Hunton has been 


western manager of Outdoor Life. 


Named Sales Manager 
Warren S. Warner has been pro- 
moted to sales manager of National 
Biscuit Company, New York. Mr. 
Warner joined the company 30 
years ago as a clerk at its Reading, | 
Pa., branch, and has been assistant | 
sales manager since 1936. He also | 
served for a time as regional sales 
manager of the Pacific Coast terri- | 
tory 


PRINTING 


The FAITHORN CORPORATION 
employees have subscribed 
100% to United States 
War Savings Bonds 


Shurick Heads KMBC 


Admen in the 


Promotion, Publicity A q F 
rme orces 


Edwin P. Shu- 
rick has _ been 
appointed direc- | 
tor of promotion 
and publicity of 
Station KMBC, 
Kansas City, Mo., 
succeeding Frank 
Barhydt, who 
left the post to 
join the Office of 
War Information, 
Washington, 
a 


Charles S. Mill, former production 
manager of Horton-Noyes Company, 
Providence agency, was commis- 
sioned a second lieutenant in the 
Army air forces following his grad- 
uation from officer training com- 
mand at Miami Beach, Fla. 

James L. Powell, for the past 
eight years production manager in 
the Chicago office of Ferry-Hanly 
Company, and in the same post 
with Wallace - Ferry - Hanly Com- 
pany, has reported to the Army at 
Camp Grant. Having passed the 
test for volunteer officer candidate 
school, Mr. Powell will enter officer 
training following his 13-week basic 
training. 

Arnold N. Dybing, formerly with 
Pathescope Company of America, 
Salt Lake City, radio director of |New York, received his commission 
Addison Lewis & Associates, Minne-|as a lieutenant in the Army Ord- 
apolis, and sales promotion manager |nance at Fort Aberdeen OCS six 
of Minneapolis-Honeywell Regula- | months after his induction as a 
tor Company. | volunteer officer candidate. 


Mr. Shurick 
was formerly as- 
sociated with the 
A. L. Glasmann interests and na- 
tional advertising manager of the 
Standard Examiner, Ogden, Utah. 
Previously he had been sales and 
promotion manager of Station KLO 
and the Intermountain Network, 


E. P. Shurick 


ithe advertising of the Minnesota 
|State Tourist Bureau, St. Paul. 


Don Stanley, formerly on the sales 
staff of Station KPO, San Francisco, 
has received his commission as 
ensign in the Navy and will leave|;.. °° . . Rae 
for active duty within a few weeks. | ae ae En og gw age 

Fort Pearson, Blue Network an- | advertising. 


nouncer, has been commissioned a wee 
lieutenant (jg) in the Navy. ” 
~' Elected to 4 A's 

Dailies Increase Price Frizzell Advertising Agency, Min- 

f ‘ |neapolis, has been elected to mem- 
Reading Times and Reading Eagle | bership in the American Association 
have increased their single copy|of Advertising Agencies. 
price from four to five cents. The) 
weekly price by carrier has been| 
increased from 20 to 24 cents. 


Lemp Appoints Olian 
Lemp Brewing Company, East St. 
Louis, Ill., maker of Royal Six beer, 


Ste, 


ce 
v2 


/ No Burton Browne | 
) Client has a. | 
\ competitor with 
better advertising” 
© apron GG) szowne 
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Dasheff Joins Buchanan 


William Dasheff, formerly with 
Wesley Associates and Pettingell & 
Fenton, New York, has _ joined) 
Buchanan & Co., New York, as asso- 
ciate account executive on the Rey- 
nolds Metals Company account. 


Bronson West Named 


Bronson West, Advertising, St. 
Paul, has been appointed to handle 


| 
| 


WHEN a Southern housewife uses a recipe from the 
pages of the Home Department of The Progressive 
Farmer, she does so with confidence in the fact that this 
recipe has been tested and approved by a representative 
group of our Advisory Board of more than 400 of the 
South’s leading farm women. 


Sometimes we think that Miss Sallie Fletcher Hill, 
our Home Editor, and her associates are too careful. But, 
maybe that’s the reason why so many Southern women 
turn to our Home Department for advice and help. 


Last year, 242,693 letters or requests were received 
from women who wanted everything from patterns and 
recipes to advice on home planning and social problems. 


Months ago, Miss Hill foresaw the increasing need for 
an improved knowledge of home nursing, due to so 
many doctors and nurses being called by the War. In 
our January, 1943, issue, she offered a free correspon- 
dence course in this subject. Within two months, 4,965 
women had enrolled. 


ILS. a 
PROGRESSIVE 


FARMER 


a 


47 


C 


Women will respond to your advertising in The 
Progressive Farmer, just as they respond to the many 
interesting articles which appear in our Home Depart- 
ment pages each month. For, The Progressive Farmer is 
the South’s leading women’s magazine. More Southern 
women read The Progressive Farmer than any other 
publication. 


The South. Subscribes: to 


The Progressive Farmer 


Advertising Offices: sin mMiINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 
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s 
Guide Book to Beer 
s fs s 
Advertising Gives 
8’) Fj d‘D i, 7 
0S and Don ts 

New York, April 14.—“If a cer- 
tain soap is badly advertised, that 
manufacturer’s sales fall off, and 
hardly anybody suffers but himself. 
But if a certain beer is badly adver- 
tised, the entire industry gets a 
black eye .. . unnecessarily.” 

That is the keynote of “The ABC 


of Beer Advertising,” a remarkable 
brochure published by the Brewing 


EMPLOYEE 
IDENTIFICATION BADGES 


TRANSPARENT IDENTIFICATION 
CARD CASES.” 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 
Manufacturers 
415 LUCAS AVE. ST. LOUIS, MO. 


Industry Foundation, which is de- 
signed to raise the level of all beer 
advertising to make certain that the 
brewing industry does not get back 
into the doghouse which it once 
occupied. 

“Our surveys show that a brewer 
can obey implicitly every dictum of 
the FTC, the FAA and of local and 
state authorities; can conform to 
every standard of the media he 
uses; and still offend a sizable pro- 
portion of those who read his adver- 
tising,”” the booklet asserts. “Ac- 
cordingly, we present a digest of 
Do’s and Don’ts of beer advertising. 
In many cases, these are points 
which brewers themselves have 
adopted by mutual consent — now 
confirmed by women’s clubs, civic 
bodies and general public opinion.” 


What to Do 


Here are the eight “Do’s” which 
the book presents: 

Stress beer and ale as beverages 
of moderation. 

Point with pride te your own 
product. 

Show your patriotism in simple, 
practical ways. 


Put beer in wholesome surround- 
ings. 

Advertise beer for what it is .. 
a wholesome, refreshing, satisfying 
beverage of moderation; a com- 
panion of good food. 

Use the many attractive above- 
board techniques. 

Address beer’s message to adults, 
its real customers. 

Protect beer’s good name by good 
advertising. 


And What Not to Do 


And eight “Don’ts”: 

Don’t play up alcoholic content. 

Don’t throw mud at competitors. 

Don’t leave yourself open to the 
charge of flag-waving. 

Don’t belittle law and order. 

Don’t claim medical benefits. 

Don’t antagonize substantial cus- 
tomers in the community with ques- 
tionable copy or illustrations. 

Don’t show, or appeal to, 
dren and minors. 

Don’t give ammunition to fanatics. 

Each of these points is elaborated 
on in a full page in the booklet. 
Some of them go to great lengths 
to point out the course for the 


chil- 


| peewer to follow. For example: ‘hold pets, or other present, 


“Words like ‘exhilarating’ or ‘zippy’ 


.jare not dictionary synonyms for 


intoxicating, but in a beer ad they 
might take on that meaning, and so 
they should be ruled out.” 


Detailed Directions Given 

And again: “Beer advertising 
should go even further [than the 
regulations require] and not show 
any sort of uniform—even a non- 
military one—and never any woman 
in any uniform or even a military 
cap!” Or this: “Statements such as 
‘beer is food’—‘nourishing beer,’ 
etc., find brewers on controversial 
ground. The safe course here is 
simply to avoid ambiguous claims. 
Beer is a refreshing beverage—a 
beverage of moderation.” 

Cheesecake gets a _ going-over, 
too: “Leg art does not pay. Like- 
wise copy with a double meaning 
can easily offend. Kisses and love 
scenes present a serious danger and 
should not be used.” On types of 
advertising the booklet says: 

“Brewers should avoid any type 
of advertising which might be 
seized on as ‘appealing to children,’ 


;such as comic-page strips, house- 


Proposed expansion of Social Security meee to include hos- 


pital care for all employed workers has raise 


t 


he greatest menace 


to the voluntary hospital system ever encountéred by these great 
service institutions. 


What do the hospitals themselves and the rapidly expanding 
Blue Cross plans for hospital care think about these proposals’ 
Thinking has been confused by muddled reports and half-truths 
about hospital sentiment. 
cut to the heart of the problem by going direct to the hospitals 
with a nationwide survey which has shown overwhelming opposi- 
tion to a plan which would convert the voluntary system of hos- 
pital service into a government-controlled, bureau-dominated 


group. 


The March issue of Hospital Management, which contains 
complete details of this report, is of interest to you- 


HOSPITAL 


@ i you are a member of a hospital board. 


es if you are a member of a Blue Cross plan for hospital care. 


@ i you are an advertiser interested in alert, courageous editoria) ser- 
vice for one of the most important consumer markets in America. 


Send for it now! 


Here's 


HOSPITAL 


100 E. OHIO ST., CHICAGO .... . 330 W. 42ND ST., NEW YORK 
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Leadership Based on Editorial Service! 


MANAGEMENT 


_ 


field which is « 


member ef both the 


— 
— 


| Hons 


believed to have a large juvenije 


audience. Radio programs dealin 
with crime, or dramas that appent 
to youth, are also taboo. Premium 
or contests might be accused of 
inducing those who don’t drin\ beer 
to become beer drinkers, sg, the 
brewing industry should close jhe 


door on them, too.” 
“Standard Equipment” Lisie, 


“Brewers should carry, as «4)-_ 
dard equipment, their blue penci|< 
and fine tooth combs,” the bo, 


: ae let 
continues, “scrutinizing their ad) ey- 
tisements as microscopically as {)¢); 
opponents will do. They shoulq 


avoid not only actual. offense, py; 
even innocent approaches which 
could by any stretch of the imaging. 
tion be distorted by their oppon- 
ents.” 

Then comes this concluding def- 
nition of a good beer advertisement, 
reported as the pooled opinions of 
14 leading advertising agencies: 

“Every malt beverage advertise- 
ment is a salesman for the brewe, 
who places it—a salesman who goes 
into thousands of homes. 

“This salesman must never be a 
smart-aleck. . . A good salesman js 
never too flip for his own good. 
Neither is a first-class ad. A good 
salesman is neat but not gaudy. 
His pockets aren’t bulging. He 
doesn’t shout. So, by the same 
token, too many reverse plates, 
‘over-busy,’ flashy layouts, not 
enough white space, and big black 
type don’t represent the finest tai- 
loring for your salesman-in-print. 

“Extravagant claims discredit a 
salesman or an advertisement. . 

“The reader doesn’t want to be 
fat and beer doesn’t make him fat. 
So don’t make him fat in the pic- 
ture. Nor does Mr. Average Reader 
want to ‘see himself’ as one of those 
jolly, hard-bitten, barfly fellows 
that occasionally pop up in beer 
advertisements. You have every- 
thing to win by selecting whole- 
some, clean American types. . . 

“A good salesman doesn’t cal! at 
the wrong timg, and neither does a 
good beer adVertisement. In many 
localities, a Sunday or holiday 
strikes people as the wrong time for 
a beer ad to call. 

“Remember Thursday and Friday 
are the best food advertising days. 
We want to be associated with food 
buying, and ads that go to call on 
Thursdays or Fridays are reaching 
housewives just when they are 
going to make the week’s major 
purchases. . . 

“A good salesman chooses the 
company he’s seen with. And a 
good beer advertisement doesn’t 
appear next to other beverage ads 
or liquor copy.” 

Copies of the guidebook may be 
obtained without charge from the 
| Brewing Industry Foundation, 21 E. 
40th St., New York. 


| 2 Paes 

| 

CBS Personnel Changes 
William S. Rayburn has been 

| appointed promotion manager of the 

|Columbia Broadcasting System, 


New York. Mr. Rayburn joined 
CBS in 1941 as a copywriter and 


D> 


|/was previously associated with 
|Lennen & Mitchell in the same 
capacity. George Mateyo, who 


joined the network in 1940, has 
been named supervisor of researc! 
/in the promotion department. Pre- 
viously he was associated with Mc- 
Cann-Erickson, New York, in tie 
market media department. 


FOOD 


FROM OUT OF THIS WORLD 


oa famed feature at all 
DEWITT OPERATED HOTELS 


In Cleveland 


HOTEL HOLLENDEN 
In Columbus 


NEIL HOUSE 


In Lancaster, 0. 
THE LANCASTER 


In Corning, WV. Y 


THE BARON STEUBEN 


Chechen 


THEO. Dewitt ANTTT 
orc” 
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Post’, ‘Journal’ 
Circulations Soar, 
Curtis Reports 


philadelphia, April 15. —lIncreased 
advertising volume early in 1942 
on higher publishing costs, Wal- 

er D. Fuller, president of the ‘Curtis 
Publi shing Company told stockhold- 
ers in his annual report. 

A marked decrease in total adver- 
tising volume followed when some 
of the largest advertisers of peace- 
time commodities converted to war 
prodt iction. 

Plans which were under consid- 
eration for some time were then put 
into effect. Circulation and adver- 
tising rates were increased for The 
Saturday Evening Post and Ladies’ 
Home Journal. For the first time 
in over a century the price of the 
Post was raised from five cents to 
10 cents, and the Journal from 10 
cents to 15 cents. 

Figures indicate that newsstand 
circulation of the Post at 10 cents, 
for the first three months of 1943, 
will outstrip all circulation records 
for the past 10 years. Ladies’ Home 
Journal at 15 cents will average 
4,275,000 copies per issue for the 
first three months of 1943, compared 
with 3,971,000 for the last full year 
at 10 cents, Mr. Fuller reported. 

To conserve paper and conform 
to paper restrictions, the company 
trimmed widths, lightened stock 
and adopted new type faces to save 
space. A large amount of advertis- 
ing could not be accepted for the 
first six months of 1943. Circula- | 
tion of Ladies’ Home Journal will 
be controlled at 4,000,000, depen- | 
dent on future paper cuts. 

For the first six months of 1942 
earnings were $157,930, compared 
with $1,580,576 for the first six 
months in 1941. For the last six 
months of 1942 the situation was 
materially changed, with earnings 
amounting to $744,541 as against 
$479,081 for the like period in the 
previous year. 

Net profit for the period ended 
Dec, 31, 1942, totaled $902,470, com- 
pared with $2,059,656 for the like 
period in 1941. 


CHILTON EARNINGS UP 


Philadelphia, April 15.—Earnings | 
of the Chilton Company, business | 
publishing organization, were $415,- 
095 during 1942, compared with | 
$385,187 during the previous year, 
according to the company’s annual 
statement. This amounted to $1.01 
per common share outstanding. 

Total income of the company 
from sales of advertising, subscrip- 
tions, books, services and printing 
{net of agency commissions), was 
$4,820,561 during 1942, while in- 
terest, discount and _ investment 
earnings totaled $172,611, making 
aggregate 1942 income $4,993,172. 


LIBBY SALES AT HIGH 

POINT; MANY PROBLEMS 
Chicago, April 15.—Sales_ of 
Libby, McNeill & Libby for the 

fiscal year ended Feb. 27, 1943, 

totaled $121,754,558, the largest 
nce 1919, but net profit of $3,270,- 


te i A RR NR 
Whose trade mark is this? 


/029, or 90 cents a share, was down|line, both in number of items and 
somewhat from the previous year’s|sizes of packages, 


is being carried 


figure of $3,375,285, or 93 cents a| forward continuously. 


share, Daniel W. Creeden, president, | 
told stockholders in the company’s | 


annual report. 

Some of the many unusual prob- 
lems faced by canners were detailed | 
by Mr. Creeden, who pointed out) 
that while there is no current prob- | 
lem in disposing of goods, “the 
problem of how equitably to divide 
what’s left has made the sales job | 
more difficult. We are taking 
advantage of this period of easy 
selling to study our distributive sys- 
tem and sales coverage for better 
service now and in the postwar 
days.” 

Many of the company’s salesmen 
will work in Libby canneries this 
year, Mr. Creeden reported, adding 
that the simplification of the Libby 


Operating Canneries 
“When I reported to you a year 


ago,” Mr. Creeden said, “there was 


some uncertainty on account of the 
Pearl Harbor attack as to whether 
we would be able to operate our 
Alaskan salmon and Hawaiian pine- 
_apple canneries during the 1942 
season. I am very happy to report 
that we did successfully operate 
these canneries. 

“We are going to carry on our 
Alaskan packing operations again 
this season. Physical conditions 
will be better than last year. Under 
the sponsorship of our government, 
the salmon industry will function 


a limited number of canneries, with 
joint operation by two companies in 
some instances.” 

On the packaging problem, Mr. 
Creeden said: “Although we have 
experimented with a variety of 
packages, we have not yet found a 
satisfactory substitute for standard 
metal caps and rubber gaskets (on 
glass packages). Canned food pack- 
ages must be airtight and moisture- 
proof. While progress has been 
made on substitutes, they are still 
in the laboratory and experimental 
stages.” 

Wesson Oil & Snowdrift—Net 
sales for six months ended Feb. 27, 
1943, $61,833,469; net profit for that 
period, $1,434,667. 

Dayton Rubber Mfg. Company— 
Net profit for 1942, $521,053; for 


under a consolidation plan, where- | 1941, $710,291. 


by canning will be concentrated in 


Dresser Mfg. Company—Net profit 


for fiscal year ended Oct. 31, 
$1,728,516, compared with $1,010,615 
for 10 months ended Oct. 31, 1941. 
Anaconda Copper — Net earnings 
for 1942, $36,464,030; for 1941 $43,- 


433,660. 


Coca-Cola Co.—Net earnings for 
1942, $23,267,446; for 1941, $28,908,- 


374. 


Consolidated Edison—Net income 
for 1942, $31,489,524; for 1941, $33,- 


920,911. 


Fairchild Aviation—Net 
for 1942, $926,004; for 1941, $1,060,- 


981. 


Greyhound Corp.—Net income for 
1942, $8,427,971; for 1941, $6,529,597. 
International Paper—Net income 
for 1942, $7,814,319; for 1941, $16,- 


253,761. 


American Cyanamid—Net earn- 
ings for 1942, 
$6,766,292. 


1942, 


income 


$5,666,901; for 1941, 


| you’ll write Collins, Miller 
\ Hutchings, Inc., Photo- 
“ngravers, 207 N. Michigan 
ve., or phone FRAnklin 


5854, we will tell you. 
oe RS RRR 


is 
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Since 1941 (the period upon which present newsprint 
rationing quotas are based) the Daily News has enjoyed 
a “three dimensional” growth unparalleled by any other 
metropolitan newspaper in the country ... (1) Circulation 
growth ... (2) Advertising growth ... and (3) Expansion 
of editorial content. 


Most other newspapers made circulation gains between 
1941 and 1943....Some newspapers made advertising gains 
during this period ... but no other metropolitan newspaper 
expanded its editorial content as did the Daily News. This 
increase in content with its attendant increase in news- 
print consumption was the direct result of increasing the 
subscription price 334% and the street sale price 6644%. 
In 1941 the Daily News was a three-cent newspaper in a 
market where all other newspapers were selling for five 
cents. Today the Daily News sells for five cents along with 
all of its competitors. 


Naturally in its evolution from a three-cent to a five- 
cent “package,” the Daily News expanded proportionately 
in its editorial coverage both qualitatively and quantita- 
tively. Had editorial expansion mot accompanied these 
unprecedented price increases (the circulation subscrip- 
tion rate and/or street sale price of the Daily News has 
been increased nine times in six and one-half years), it 
would not have been possible for the Daily News to show 
an actual circulation gain of more than 12% over the 
entire period of these price increases. 


Moreover, adding to its problems of compliance with 
newsprint rationing was the fact that the Daily News 
increased its percentage of total display advertising linage 
in the Los Angeles market from 16.9% for the year of 
1940 to 20.3% for the year 1942. 


Compliance with W.P.B. newsprint rationing regulations confronted 
the Los Angeles Daily News with a more serious problem than that 
of any other metropolitan newspaper in America. This is a strong 
statement. Here are the reasons why it is a true statement... 


As a result of this three dimensional growth, the news- 
print consumption of the Daily News increased 24.13% 
between 1941 and 1943. With respect to newsprint 
rationing this situation presented three alternatives . . . 
(1) Freeze circulation at its present level . . . (2) Cut down 
editorial content .. . and (3) Sacrifice advertising volume. 


To freeze circulation at its present level would be 
impractical, if not impossible, for two reasons: (a) defense 
industries are responsible for a population increase of 
438,000 in this area over a year ago, and (b) the Daily 
News is read by more war workers than any other Los 
Angeles newspaper. (This fact was recently confirmed by 
a survey conducted by the Los Angeles Times.) 


To cut down editorial content has been the policy 
adopted by most newspapers in order to comply with 
newsprint rationing. However, it is the view of the man- 
agement of this newspaper that such a step not only 
would nullify to a great extent the editorial development 
of the Daily News over a period of recent years, but 
would be contrary to public policy, particularly at this 
time when full and complete news coverage represents 
an essential contribution to the war effort. 


To sacrifice advertising volume could be accomplished 
either by rationing all advertising or by discontinuing 
classified advertising entirely . . . for the duration. The 
management of the Daily News chose this latter course 
because it feels that today, more than ever before, busi- 
ness and industry have vital messages to place before the 
public and that this newspaper, with its high percentage 
of readership among war workers, can most effectively 
fulfill its responsibility in this respect by keeping its col- 
umns open on an unrestricted basis to all types of display 
advertising, both local and national. 


Based on the first quarter of this year, our potential gross revenue from Classified Adver- 
tising for 1943 would have exceeded $400,000, had that department been continued. 


LOS ANGELES 


Daily G 
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CALIFORNIA’S FASTEST GROWING NEWSPAPER 


MANCHESTER BODDY 
President and Publisher 


ROBERT L. SMITH 


Executive Vice President and General Manager 


ROTHENBURG & JANN, 


a, 


0 
: 


a 


OF OUR TOTAL yon Fey | REVENU 


w 


Cc. 


ROS oe cea P , ’ eo Sp Pid; 
13 = ne ae, 
— — ————————_—_———— ——_—_—_—_- ——<———————— ——— —_—— — — ——— —~ : a 
; jis abs aes 
- ee new 
le ; tee — 
“ a aa 

oe, 
- eee Pe * 

er : a 
he | Pe agai 
he | _ See 
n- 
ils Po : 
let mz y 
‘Pe 
Pir a 
ld 
ut : 
ch _d cae oR 
>. ai 
n- a ee 
fi- a ———— — es oe ae 
nt, i a 
of . Ee, ' re = 

re ieee a es oo. ol ia a al ce i. *. < oe Satpal tes te saat Ce a ze Ca a - hz Me oe a ee Be 
e~ ne 
el i. ? 4 : 

eS . = . ; 

a ‘% 

is P . 

d, 

od ; _ ; M 
ly, , 

He 
ne : 
eS, ‘ 
ot 

ck : : 

—ai- ’ = 
ee 7 : ne mea 
| _. Pass % i NAN elie 3), a g i as % 4 fees fener J — ee B 4 iN on eo igi ; E 4 ™~ - ¢ N Sem = es as 
a a aS | eee OM OSES 8, ee eee a : A Se , as. % j 
Oe a ae eT eee oe (ee eee ee ee ee ee ee ' a 
a ere iy a Pe Se a sai is li a Pe eg aa ia er i Ni tase ia i oe - 

be : | y a 
at. nl 
iC- ig 

/ ki zs 
ler <4 : eee 
se Qy, ; 

Ws ; <iaiaiaial 
reer ree 

er oe Per ~ = 
ae! a 

‘Yy- Si a 

- a 

at : 

; a oN 

ny ae. 
ay ae 
for —_ 
ay ‘ 

YS. ; 

od bk. i 
on ict 
ng ee? 
va ee 
jor | 
he 2 

a Bi 
n't Ye 
ids a at 
be . a i 
he 
E. By 
en ae 
he | oe 
m, — S 
ed “ 
nd bo an 
th : 
ne | 
no ’ 
aS i i“ 

h 7 

> a — ian 

— = 
aa a 
| ee BY 
—- 
| 2 
| =e ‘ 
a a 
| i: a 
| x . = oo —_ = en 3 = 
a 
> 4 a 
| _ | 

; | ili 

ee _* 
os © 
Be 
= ae 

| a a 
| £ ) e 
eC“ te com 
et, 

1 ns ; - 
“ae a eh 
f . , : bie, 


ms ay 

lee” 
Faia = 

"4 34 
ba fe 

vile 

|S ail 

i. ea 

te 

* 


34 


ADVERTISING AGE 


April 19, 1943 


Broader Base for 
Selling American 
System Is Urged 


Chicago, April 12—In promoting 
the advantages of the free enter- 
prise system to workers and the 
public, business has used too nar- 
row a basis of appeal, O. A. Feldon, 
vice-president of MacFarland, Ave- 
yard & Co., Chicago advertising 
agency, told the Chicago Business 
Papers Association today. 

“The benefits of democracy are 
enjoyed by us all because this is a 
free society,” said Mr. Feldon. 
“Everybody will agree that since a 
free society is desirable, free speech, 
a free press, free religion and free 
enterprise, along with the other 
freedoms, are equally essential to 
its successful operation. 

“Therefore in discussing’ the 
benefits of free enterprise as con- 
trasted with any kind of regimented 
economic order, it seems to me that 
we shall find much less resistance 
if we start with the concept of a 
free society, inherent in which is 
likewise the demand for free enter- 
prise.and every other freedom to 
which the individual in such a 
society is entitled.” 

Mr. Feldon commented on the 
fact that business and _ industrial 
publications are now carrying a 
large volume of advertising, and 
said that publishers have the re- 
sponsibility for seeing that their 
space is effectively utilized, in order 
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| tional clearing house of advertising 


to justify continued use of these 
media in the postwar era. 

For this reason he urged that 
business publishers establish a na- 


| 


and marketing information, so that 
large users of the business press 
would be able to assemble readily 
information regarding the entire 
field. 

At present, he said, the difficulty 
of contacting hundreds of publica- 
tions and correlating their reports 
results in many advertisers and 
agencies having inadequate infor- 
mation regarding both media and 
market coverage for specific mer- 
chandising programs. 

Because of the great pressure on 
readers for time, due to war con- 
ditions, Mr. Feldon suggested that 
business papers, like other publica- 
tions, might well explore the possi- 
bilities of developing devices to 
speed up- readership, through 
greater condensation of material, 
greater use of pictures and graphic 
presentations, etc. ‘ 


Horton on Committee 


Roger F. Horton, sales manager 
of Dowty Equipment Corporation, 
Long Island City, N. Y., has been 
appointed a member of the Hy- 
draulic Pump Manufacturers Com- 
mittee at Wright Field, Dayton, 0 
The committee is composed of rep- 
resentatives of aircraft hydraulic 
pump manufacturers and was 
formed to “disseminate helpful in- 
formation among manufacturers, 
the WPB and the air force alloca- 
tion group in order to expedite pro- 
duction of this item.” 


ABP Moves Headquarters 


Associated Business Papers has 
given up its offices at 369 Lexington 
Ave., New York, for larger quarters | 
in the Bartholomew building, 205) 
E. 42nd St., and became established | 
in its new headquarters on April 17. | 


Weber Named President 


Stephen F. Weber, grandson of 
the founder, and secretary-treasurer 
of Weber Waukesha Brewing Com- | 
pany, Waukesha, Wis., has been 
named president, succeeding his 
brother, the late Killian Weber. 


COMPLETE NEWS COVERAGE 


LOCAL & NATIONAL 


. HITTING WITH 


118 NEWSCASTS EVERY WEEK 


HOLDING THE ATTENTION OF THE 


HOUSTON AUDIENCE 


INFLUENCING 


BUYING HABITS 24 HOURS A DAY 


BUY BOTH! KXYZ AND KRIS. CORPUS CHRISTI — A MONEY-SAVING COMBINATION 


APRIL ADVERTISING LINAGE IN NATIONAL MAGAZINES 


——-1943——~,_ -——_1942—_—- ———19453—._— 
Pages Lines Pages Lines Pages Lines Pag, 
GENERAL *Movie Stars Parade....... 17.9 7,665 14.5 oy 
*Ace Fiction Group...... 8.9 1,997 12.6 2,827| Movie Story (F)....... ie 41.7 17,875 39.5 , ove 
Actual Detective ........ 4.8 3,264 5.3 Tb a, Se RL ee eee ee 18.8 8,079 14.9 +4. 
American Magazine ... 52.2 22,393 31.8 13,633) Parents’ (N. Y. Metro. Ed.) 70.7 30,304 60.4 = 
*American Forests ........ 10.5 4,410 7.8 3,290 | *Parents’ (National) ...... 65.8 28,213 57 - 
American Home .......... 42.7 26,960 42.3 26,734) *Personal Romances ...... 16.0 6,869 11. , +r 
American Legion .......... 17.7 7,608 8.9 3,847 | Photoplay-Movie Mirror , 
Asia and the Americas..... 1.9 816 1.9 855 OS ree eee 38.2 16,376 39 ” 
Better Homes & Gardens... 54.8 34,633 56.2 See ED co waabeweee dW e's 28.8 12,374 24 14 
, ge ae ys 60s Fo 11.8 8,051 13.2 9,009 | Radio Mirror (Mac)........ 28.2 12,105 30.2 - 
oc Se 4.2 1,784 3.2 1,37 Romantic Story (F)...... 38.4 16,469 32 TP 
Christian Herald .......... 19.0 8,154 17.4 7,458 | *Screen Guide ........ 18.7 12,736 18.: on 
a a ee 1.5 3,064 3.3 2,157| Screenland Unit .......... 29.3 12,565 32.1 ma. 
ce a ree 57.2 24,542 51.1 21,912} Screen Romances (MM).... 37.2 15,949 27.8 944 
*Dell Detective Group. Ms 11.1 4,742 10.2 Cre bE, 2s osee x es ha aes ss 18.7 12,736 14.7 YT 
*Dun’s Review .... es 15.6 6,670 9.1 3,920 | True Confessions (F)...... 42.5 18,223 37.0 39 
6S a< 6 BG ee nae «> mo aane 7.6 3,264 3.2 1,377| True Experiences (Mac)... 32.4 13,911 33.6 $24 
Esquire (national) ...... 54.5 36,622 50.6 33,999 | True Love & Romance 4 p 
ES ae . 10.3 7,067 8.8 6,096 eee er ae 31.7 13,587 31.8 8x ’ 
Fawcett Men's Group. ‘s 6.8 2,926 6.8 2,876| True Romances (Mac)..... 35.2 15,090 34.5 j ge 
i. Se eee 120.5 76,156 122.8 CaS ee Eg bord bb a0 os ba eo 49.7 21,325 48.7 87% : 
Front Page Detective...... 10.9 4,661 10.1 8 lg ee re 111.1 70,226 104.2 Ry I 
*Grade Teacher, The....... 11.5 5,060 13.0 hi 68 4 | 9 “Aer 25.4 10,894 25.8 O64 ' 
*Guide, Detective Unit..... 4.8 3,267 5.3 3,615 | Woman's Home Companion 60.3 41,016 53.4 6.288 ( 
*Hillman Detective Group.. hE 5,028 8.2 3,519 _—— —_— — | 
mouse Beautiful .......... 43.2 27,286 62.6 39,578 eee ee 962.6 795,656 1,403.5  7u7.7¢- 
House & Garden........... 41.2 26,048 51.6 32,632 STANDARD 
*Improvement Era ........ 15.6 6,685 16.5 7,065} American Mercury ........ 8.2 1,502 9.4 171 
Mechanix Illustrated ...... 34.3 7,673 28.6 6,409 | tAtlantic Monthly 37.0 15,540 = 29.7 7,077 
*Moose Magazine .......... 7.8 3,361 7.3 3,118} Harpers Magazine ........ 21.9 5,223 20.8 191] 
*Motor Boating ....... 71.9 30,825 43.9 18,981 —_—_—— — 
National Geographic ...... 30.5 7,252 22.9 5,462 Es i 0-0. cles 6 67.1 22,265 59.7 64 
Nation’s Business ......... 65.2 27,978 $2.5 18,217 OUTDOOR 
*Nature Magazine ......... 5.5 2,326 6.0 2,764| American Rifleman ....... 25.0 10,725 22.5 634 
Open Road for Boys....... 8.7 3,744 7.4 Saves eee. Oe MeO, . os oe ccc ewe 30.9 13,263 38.5 6.541 
Popular Mechanics ........ 72.7 16,281 65.5 14,674 | Fur-Fish-Game ........... 14.6 6,274 14.5 6.22 
*Popular Publications ..... 10.5 2,357 14.4 3,223| Hunting & Fishing........ 15.3 6,551 22.3 57 
Popular Science ........... 64.1 14,361 54.7 Rees COGN DONE d.gies 6 Sw css oe 32.2 13,837 34.0 14.59% 
EB ge as ee 43.7 18,755 31.4 ee © es i as «ocak ee os 13.4 5,762 9.2 04 
SS ES a ee = 205 1,193 5.7 2.266 Sports CN [a a ee 25.0 10,746 25.7 1.00 
Scientific American ....... 11.7 5,003 13.6 5,833 ~ —- 
0 ee eee 13.7 5,896 12.6 5,419 CR ee 156.4 67,158 166.7 
*Street & Smith WEEPKRLIES—March 
Fiction Group ....... ” 8.0 1,813 8.8 1,978 |**American Weekly ....... 39.4 T5086 30 7.69 
PTE eX hab ee OE Oe hae os b\s 25.2 10,812 25.5 10,958 | Business Week ........ 282.2 121,064 186.3 T9914 
OT Rr GROUD ....osees 18.5 4,150 20.5 4,580) *Christian Advocate ....... 15.7 6,609 16.7 03 
pg ee 51.6 34,663 41.4 ph be ee 169.59 115,151 128.7 7,5 
6. ed ee er a 110 5.5 DE, 5-6 tae > barea oo 6 6 nee 8.46 0’ $9.3 21,135 47.7 0,47 
wi Be ae 8.0 3,440 6.0 2.578 | Family Circle 65.1 27,912 73.4 15a 
Woodmen of the World.... 2.9 1,260 a) 397 | Forbes .. 30.4 13,040 17.2 7,382 
PE, >. 5 ide shee s 00 5208 51.4 32,485 40.7 25,720 | *Grit cea 19.9 15,025 19.4 15,47 
n Liberty 36.2 15,555 52.5 22 
eee ee 1,264.1 “Eee 8 Re OR eRe? Ore ere 233.7 158,93 285.2 193.9 
WOMEN'S Look ak Bib 66.9 $5,464 29.4 14 
*American Girl ahaa — 6.7 2.889 7.0 ROR ROIMWOGM fk cceececsvemencs 257.2 110,353 139.8 4.98 
 . ree ; Seals 0.3 13,013 23.0 9,.945| *New York Times.. 65.0 65,939 45.3 45,3 
ee eee eee 55.6 23,872 44.8 19,.224| New Yorker ....... 157.5 67,583 145.5 62,41 
Good Housekeeping ....... 100.8 43,247 90.2 BOE Oe “Hiasso. TUTE TT TELL EE 8.7 5,953 4. 14 
Harper’s Bazaar .......... 90.8 61,038 64.0 4$3,019| Saturday Evening Post 222.1 151,035 185 126,114 
Holland’s ...... Terr ee 12.0 9,105 13.4 10,159 | *Scholastic .......... 16.6 7.119 14.9 3.36 
Hollywood (F) (combined mee WOO sencsas 51.1 3,430 53.9 45,897 
with Motion Picture)..... ee “we 38.6 a es, eee a 212.3 91,067 248.0 106.407 
EE ES I ee ee 16.1 10,984 13.2 8.956 | *United States News....... 165.4 70,978 72.1 0,9) 
Ladies’ Home Journal..... 107.8 73,328 86.7 59,025 . - 
SET a eee 31.9 56,578 103.1 $4,250 Total Group . «2,164.9 1,228,432 1,796.4 1,030,042 
pe ee ee ee 71.5 48,668 59.4 40,413 | ——— 
Modern Romances (MM)... 36.3 15,587 27.2 11,652 *Figures furnished by publishers. 
Modern Screen (MM)...... 39.2 16,812 30.5 13,103 *Figures not included in total. 
Motion Picture (F)........ 43.1 18,504 40.3 17,120 11943 format 429 lines; 1942 format 238 lines. 
yt | ; , 18.0 7,728 14.9 6,396 11943 monthly, 1942 weekly. 
'*Movie-Radio Guide ...... 11.6 7,929 16.8 11,415 21943 four issues; 1942 five issues. 


Department Stores Return Obsolete 


of Four Cities 
Double ‘39 Sales 


Washington, D. C., April 15.—De- 
| partment stores in four U. S. cities 
more than doubled their 1939 sales 
in 1942, according to an analysis of 
| figures of the Federal Reserve Sys- 
tem, which receives reports from 
virtually all department stores in 
the country. The four cities in this 
exclusive circle are Norfolk, Va.; 
Charleston, S. C., and San Diego 
and Long Beach, Cal. 

Charleston led all cities of the 
| United States in increase in depart- 
|ment store sales in 1942 over 1939, 
with 121.4%. Norfolk was second, 
i with 120.7% and San Diego ranked 


third, with 112.1%. Long Beach’s 
figure was 103.1%. The United 
States average was 40.2%. This) 


compares with 31.4% for about 20,- 
000 independent stores in all lines 
reporting to the Bureau of the 
| Census. 

Many other cities are also hot 
spots, according to the department 
store sales index. A gain of 93.1% 


was achieved by department stores | 


of Tacoma over 1939, while those of 
Seattle rolled up an increase of 
91.6%. 

Other cities which made impres- 
sive 1942 gains over 1939, the last 
census year, were Bridgeport, Conn., 
73.4%; Binghamton, N. Y., 63.2%; 
Niagara Falls, N. Y., 71.9%: Akron, 
O., 73.0%; Jacksonville, Fla., 73.9%: 
Tampa, Fla., 71.4%; Salt Lake City, 
71.2%; Fort Smith, Ark., b; 
Little Rock, Ark., 73.4%: Wichita, 
Kan., 69.8%; Phoenix, Ariz., 84.2%: 
Portland, Ore., 70.1%. 

Most of these cities have main- 
tained their gains during the first 
quarter of 1943. 


Evans Adds Account 


Evans Associates, Chicago, has 
been appointed to handle advertis- 
ing and sales promotion of Gol- 
conda Diamond Products Corpora- 
tion, Chicago, manufacturer of 
precision diamond tools. Plans call 
for expansion of publication and 
direct mail advertising. 


an Gc 
77.2° 


Plates, WPB Warns 


Washington, D. C., April 14.—The | 
War Production Board has warned 
all owners of obsolete metal print- 
ing plates to review their inven- 
tories on all such plates covered by 
M-99, a general conservation dictum 
issued Aug. 5, 1942. Plate owners 
were cautioned to order the scrap- 
|ping of all plates which have be- 
|come obsolete since Oct. 1, 1942. 

E. W. Palmer, deputy director of 
the Printing and Publishing Branch 
of WPB, said that “the continued 
and increasing criticalness of alumi- 
num, chromium, copper, nickel, 
zinc and any alloys thereof may 
|} well cause a truly drastic enforce- 
ment of the provisions of Order 
M-99 to the extent of depriving 
holders of obsolete plates from 
acquiring new plates.” 

A plate is defined as obsolete if, 
on the first day of any calendar 
quarter, it has been in existence but 
not used for a year or more in 
accordance with the order, and} 
there is no assurance of future use. | 

The order also forbids the receipt, | 
sale and use of restricted metal by 
persons who fail to dispose of obso- 
lete plates as required, with a few 
exceptions granted. 


Keystone Plans Campaign | 

Keystone Macaroni Mfg. Com-| 
pany, Lebanon, Pa., will launch an} 
intensive advertising campaign for | 
its San Giorgio brands of spaghetti, 
macaroni and noodles. Newspapers, | 
car cards and radio will be used. 
James G. Lamb Company, Phila- | 
delphia, is the agency. 


-WSAI Names Baer 


Station WSAI, Crosley Corpora- 
tion station, Cincinnati, has ap- 
pointed S. C. Baer Company, Cin- 
cinnati, to handle its advertising. | 
Newspapers and outdoor posters | 
will be used. 


ee 


April Issues 
of Magazines 
Score Gains 


New York, April 14.—All nationa 
magazines except the outdoor grou; 
registered linage gains this mont! 
according to an ADVERTISING AG! 
compilation based on figures fron 
Publishers’ Information Bureau 

The average gain for all group: 
totaled 10.4%, with the outdoo 
group again recording a decrease 0! 
6.1% for the month. The standard 
group carried 22,265 lines, an 
crease of 62.5% over the 13,699 
lines reported for April, 1942. The 
general group carried 598,896 lines 
against 551,771 lines for 1942, a ga 
of 8.5%. 

The women’s group registered 4 
gain of 12.4% with 795,656 lines 
against 707,787 lines in 1942; Mare! 
weeklies spurted with a gain 0! 
19.2%, carrying 2,712,407 lines com- 
pared with 2,374,835 lines a yea! 
ago. 


Kelly, Zahrndt Named 


Kelly, Zahrndt & Kelly, St. Lou's 
has been appointed to handle t%* 
account of Becker-Bischoff Chem! 
cal Company, St. Louis. 
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Magazine Readers 
~ and Nonsubscribers 
Et Studied by Census 


7 U. S. Bureau Makes 
67 Special Check for 


‘Successful Farming’ 


New York, April 14—A new 
study, described as “pioneering in 
the relationship between the Bureau 
of the Census and industry,” was 
released here this week by Success- 
ful Farming. For the first time in 


Census history, the farm paper ex- | 


|sults have been published in a Churchill to ‘Journal’ 
|limited edition of 500 copies. One : 

‘interesting sidelight on the collabo-|. Vernon R. Churchill, who has 
‘ration of the Census Bureau with | been serving the newspaper as con- 
‘the magazine is the fact that in de- | Sultant in advertising and promo- 
veloping the technique for making| tion, has been appointed assistant 
‘the special study the Census Bureau |t© the publisher of the Journal, 
‘hit upon a method of tabulation | Portland, Ore., and will be in charge 
'which it believes will save it con-|°f Promotion and public relations. 
siderable time and money in making| For the past eight years Mr. 
‘other studies for its purposes. Churchill has been with McCann- 
|Erickson, first as manager of its 
i We alla |Pacific Northwest offices, and for 


ins x : |the past two years as manager of 
Jo Crowell Collier the Minneapolis office, returning to 


Mack C. Gorham, recently re-| the Coast recently. 


search director of the film library a 
at the Army Signal Corps Photo- Joins Erwin Wasey 
Ld 
L. F. Triggs, formerly copy direc- 


graphic Center, Long Island City, 

N. Y., has joined the research de-| 

partment of Crowell-Collier Pub-|tor of Cecil & Presbrey, New York, 
lishing Company to do _ postwar|has joined the copy department of 
planning. |Erwin, Wasey & Co., New York. 


of the man-in-the-street. 

“In one short year advertising 
has done just that. In one short 
year America has been given con- 
fidence and pride and hope by the 
miraculous performance of Ameri- 
can industry,” he said. 

The Tribune advertising director 
|depicted institutional advertising as 
fs s nace ~“, | the newest and youngest kind of 
brn "tes pantie, Willen promotion, but one which is of great 
Robinson, advertising director of | Significance to the future of this 
the New York Herald Tribune, told |C°Untry. The best institutional copy 
members of the Advertising Club | 'S that reflecting ideas and opinions 
hese last week. | of the public who make up the great 

Mr. Robinson asserted that a year body of customers, declared Mr. 
|ago leaders in the advertising field Robinson. 
| were urging business to switch from 
|the promotion of products to a Inland Date Set 
frank, forthright series of messages Inland Daily Press Association 
to the American people, calculated; will hold its 59th spring meeting 
to drive out the poison in the mind|May 18-19 at the Hotel Sherman, 


Advertisers Now 
Believe in Public 
Says Robinson 


Columbus, O., April 14.—During 
1942 American industry learned a 
/new language of advertising char- 


plained, the Census schedules of a | 


17,787 sample of subscribers to a specific 
magazine and of their nonsubscrib- 
ing neighbors were segregated for 
tabulation. Parts of the booklet are 
to be reprinted in a new handbook 
now in preparation by the Census 
Bureau. 


a booklet, “An Analysis Defining 
Successful Farming,” and_ the 
matching of subscriber names with 
Census enumerators’ schedules, as 
well as with the Census returns of 
their immediate nonsubscribing 


oat neighbors, represent a statistical use | 
of Census material which should be | 
interest to all concerned 


of wide 
rye with research of this type. Answers 
to about 100 different 
including value of land and build- 
1,50 ings, ownership of various types of 
products and use of various types 
of utilities, were secured. 


Take Two Samples 


In making the check two samples 
15,38 were drawn from the Census of 
Agriculture, Housing and Popula- 
tion: 
on the Successful Farming subscrip- 
tion list, drawn by a 
process; and (2) Representing an- 
0.914 other 2,000 farms, adjoining the 
farms of Successful Farming sub- 


scribers to that publication. 

Every step in the process was 
carefully controlled by the Bureau 
of the Census to assure complete 
reliability of the figures, and no dis- 


closure of the operations, records or | 
per- | 


identity of individuals was 
mitted by the Census. Only sum- 
maries of tae significant character- 


istics of various groups were made | 
of 


and furnished at 
Successful Farming. 
Results of the unusual 
project show, among other things, 
that Successful Farming subscribers 
have 17% higher farm valuations 
than their nonsubscribing neighbors, 
30% higher valuations than all 
farmers in “15 successful farming 
states,” and 70% higher farm valu- 


the expense 
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Show Many Factors 


With the U. S, farm income for 
1939 set at 100, Successful Farming 
farms reached an index of 221, 
While their neighbors were at 174, 


ines 


was 148. The U. S. average of 

‘automobiles per 1,000 farms 

680, but Successful Farming sub- 

scribers measured 1,049, as against 

1010 for their nonsubscribing 

e neighbors, 938 for the 15 states, and 

#88 for the remaining 33 states. 

The U. S. average for 
ings lighted by electricity was 
per 1,000. Successful Farming 
ies measured 530, their non- 
ribing neighbors 477, the 15 

416, and the remaining 33 
272. In cattle 


Ss 


ndex of 162, as against a U. S. 
ge of 100, while their nonsub- 
ing neighbors’ index was 124. 

milar material is presented for 
de variety of factors. The re- 


WHAT’S GOING ON? 


* Manufacturers and their advertising 
yencies are using this inexpensive 
‘pping service for collecting editorial 
iblicity, for making research and 
arket studies, for maintaining com- 
etitive advertising files and for de 
“*oping sales prospects on certain 
ypes of products and services. 
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Admen’s Protests 
Cause S. F. Ban on 
Rugg Text Books 


San Francisco, April 14.—As a 
direct result of the efforts of the 
Pacific Advertising Association’s 
school committee, the San Francisco 
board of education has voted to 
eliminate the books of Prof. Harold 
E. Rugg of Columbia University as 
basic texts in the San Francisco 
schools, where they have been used 
for 20 years. 

The books will be dropped at the 
end of the present school term, and 
replaced with text books selected 
by a teachers’ committee. The ac- 
tion follows the report of a com- 
mittee of six educators from uni- 
versities and colleges in California, 
which has been studying the text 
book situation for several months. 

In recommending the change, this 
committee said, in part: 

“In form and style the books are 
attractive and interesting. .. But we 
question the conception of educa- 
tion on which these text books are 
founded. . . The unsound basis in 
teaching is revealed in the over-em- 
phasis upon the future and upon 
change, rather than the fact of 
growth and development as a con- 
tinuous process in all time. . . This 
conception of teaching is revealed in 
repeated assertions of the need of 
rebuilding and recreating. Such an 
approach is not in accord with the 
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guiding purpose in general educa- 
ae 

“These books are built upon the 
assumption that it is one of the 


functions of the school to plan in| 
the classroom the future of society. | 


From this view we emphatically 
dissent. 
Impressions Distorted 

“Moreover, the books contain a 
constant emphasis on our national 
defects. Certainly, we should think 
it a great mistake to picture our na- 
tion as perfect and flawless either 
in its past or its present, but it is 
our conviction that these books give 
a decidedly distorted impression 
through overstressing weaknesses 
and injustices. They therefore tend 
to weaken the student’s love for his 
country, respect for its past, and 
confidence in its future.” 

Prof. Rugg has been a favorite 
target of advertising groups for 
several years, particularly during 
the hectic consumer movement bat- 
tles of prewar years, when his books 
were vigorously attacked as anti- 
advertising and anti-business. 


Birmingham Adclub 
Elects Officers 


Stanley M. Erdreich, advertising 
manager of J. Black & Sons, has 
been elected president of the newly- 
formed Birmingham Advertising 
Club. 

Other officers elected are: Ralph 
R. Silver, Silver and Douce Agency, 
vice-president; Giles A. Baker, sales 
representative of Brown & Bigelow, 
secretary; Thad Holt, WAPI, treas- 
urer, and Forbes McKay, advertis- 
ing executive, Progressive Farmer, 
chairman of the board. 


Fairfax Named to Direct 
Baumgold Campaign 


H. W. Fairfax Advertising Agency 
has been appointed to direct all 
advertising for Baumgold Brothers, 
New York diamond cutter and im- 
porter. 

An intensive campaign will soon 
be launched employing business 
papers in the jewelry, engineering, 
electronic and other industrial 
fields. Direct mail and general pro- 


motion will also be used. 
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MOLINE-ROCK ISLAND 


We have FAITH 


This community has never fal- 
tered in a steady advance of 
population and productive en- 
terprise—an essential part of 
American destiny. Our future 


We have COURAGE 


hind the War Effort. 


| 
| 
are. solidly and confidently be- | 


We have HOPE | 


GOOD WILL One space order "ARGUS-DISPATCH"™ blankets this market 


103.526 war-busy people 


95% of our productive capac- 
ity existed BEFORE the war. |) 
Victory Day will find us facing 
the period of pust-war expan- | 
sion with plenty of jobs for our 

people. 
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Getting Personal 


Henry C. Mulberger, head of the Milwaukee agency of that name, 
has been promoted from first lieutenant to captain in the Army. 
Capt. Mulberger, publ. relations officer on the staff of Col. Otjen, head 
of the Wisconsin-upper Michigan internal security district, left April 15 
for Stout Field, Indianapolis, where he has been assigned to the troop 
carrier command of the air forces. . . 

Ros Metzger, v.p. and radio dir. of Ruthrauff & Ryan’s Chicago 
office, has been notified of his election to membership in ASCAP by 
Deems Taylor, ASCAP pres. The R&R exec., who has written more 
ee ss age ON, ae — seo: | Ul lUlUUU 

songs, has been in 
BOURJOIS-BLUE CELEBRATE dle nek. 
E. L. Mathy, v.p. of 
Victor Equipment 
Co., San Francisco, 
has been elected 
pres. of the San 
Francisco Sales 
Managers Assoc. . . 

It’s Major Ed- 
ward E. Voynow 
now. The partner 
and former west- 
ern manager of 
Edward Petry & 
Co., radio rep., has 
received his second 
promotion from 
the Army air 
forces. He is sta- 
Executives of Bourjois, Inc. and the Blue Network cele- tioned in New 
brated the signing of the contract for Bourjois’ new York City. . . Mur- 
program, "Here's to Romance.” Left to right are: Paul rel Crump, dir. of 
Douglas, general manager, and Stanley Chambers, adver- publicity for Sin- 
tising manager of the cosmetic company, and Edgar clair Coaland 
Kobak, executive vice-president of the Blue Network. Locke Stove com- 

. : ; panies and pres. of 
the Kansas City adclub, has been named publicity dir. of the Tenth 
Federal Reserve District. . . 

A handsome wrist watch, in token of 50 years with the company, 
was presented to Mrs. Viola P. Rollins, advertising manager of Potter 
Drug Chemical Co., Malden, Mass. . . Lillian McGrath and James F. 
Ryan, on the copywriting staff of L. E. McGivena & Co., New York, 
were married recently at St. Patrick’s Cathedral. The bridegroom 
expects to be in the Army soon... 

Eight former members of the Ward Wheelock agency in New York 
had a get-together at the Skipper’s Restaurant, with Bill Hilton of 
Duane Jones, the idea man. Others present were Walter Swertfager 
and Harold Hixon, Martin Oeschner, Fred Clark, John Storher, and 
Chas. Cramp... 

A citation was presented by the Treasury Department to 8S. De Witt 
Clough, president of Abbott Laboratories, Chicago, at the Brooklyn 
Museum, for distinguished service the company has rendered the war 
savings program through the creation and donation of posters to pro- 
mote war bonds. . . 

Ten years ago Kenneth Andrews left BBDO to take jobs with Lowell 
Thomas, Rockefeller Center, and recently with Magazine Marketing 
Service, on the seventh floor of the same building that houses BBDO. 
Kenneth walked downstairs, and came home to roost—back with 
BBDO, working with Jim Trowbridge’s du Pont copy group... 

Andree Maeve Somers is now Mrs. Thomas J. Ross Jr. They were 
married in Brooklyn. Lt. Ross is a former production man of Ruth- 
rauff & Ryan. . . Silks and linens are in order for Walter Weir and 
the Mrs. who observed their 12th 
wedding anniversary April 18 + 
with a brief vacation. The kids, 
all four of ’em, stayed at home... 

Execs of the Blue Network and 
General Mills got together for a 
confab at the Blue headquarters 
in N. Y. Fred Thrower Jr., v.p. 
in charge of sales, dug up a red 
carpet on which the execs could 
tread from the reception room to 
the board room... 


Add another adman in Green- 
wich, Conn. R. T. Van Norden, 
head of Brisacher, Davis & Van 
Norden’s eastern office, has taken 
over the home of George Dibert, 
former JWT space buyer, now in 
the Army. Mr. Norden’s family 
has arrived from the Coast to set- 
tle down in the advertising town. 


WINS AWARD | 


eS - si a 4 oe % 


Jack Cornelius, BBDO exec. 
v.p. in charge of western of- 
fices, attended a board of direc- 
tors’ meeting in N. Y. and re- 
vealed his appointment to the ad- 
vertising committee of General 
Mills, a BBDO client. . . 

After an absence of two 
months, combining business on 
the Pacific Coast with a vacation 
at his ranch in Phoenix, Ariz., 


Otto Schnering, right, president of Cur- 
tiss Candy Co., Chicago, receives the 
"Smash the Seventh Column" award from 
E. N. Lashmet, vice-president of Liberty 
Mutual Insurance Co. The insurance 
company bestowed the citation for Cur- 
tiss' outstanding record of 1,136,442 man- 
hours of work at its plant No. | without 
a single lost-time accident. 


Bruce Barton is back at his desk in N. Y... 

E. V. Dinerman, adv. dir. of RKO theaters in Cincinnati, is passing 
out cigars in honor of 7-pound Janice Margaret, born March 31... For 
the first time since 1923, George Reichart, art director of Ruthrauff & 
Ryan, N. Y., was kept away from his desk by illness. He’s back at 
work now, starting a new record... 

W. Randall Harris, treas. and assist. gen. mgr. of the Citizen-Times, 
Asheville, N. C., has been named chairman of the city school board. . . 
G. B. Dealey, publisher of the Dallas News, has been elected an 
honorary member of Phi Beta Kappa for his “great service to the 
University of Texas and to the cause of education within the state.” . . 

Comdr. James G. StahIlman, publisher of the Nashville Banner, who 
is now public relations officer of the Eighth Naval District, officiated 
when his daughter Ann, Vanderbilt U. senior, was sworn into the 
women’s reserve of the Navy. Ann is an apprentice seaman in class 
V-1, the first to be taken under the new policy of enrolling college 
seniors in the Waves before graduation. . . 
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Bureau Points Out 
Wartime Value of 
Institutional Ads 


New York, April 14.—A mo 
tide of wartime institutiona] . 
tisements sponsored by companies 
with little or nothing to sel) »,, 
civilian use, is noted in the fourth 
supplement of the Bureau of Aq er. 
tising’s book, “Advertising Goce to 
War,” issued April 12. 

“Institutional advertisemen:. 
mounting numbers, are not only 
giving the people essential infor. 
|mation and building morale, bu: are 
|also laying foundations of good wij) 
that will serve their sponsors wel 
in the conversion to a peacetime 
economy,” the booklet, published ), 
the affiliate of the American News. 
paper Publishers Association, point. 
out. 

Included in the supplement are 
point rationing copy of Libby ang 
Armour & Co., war-worker mes. 
sages from Todd Shipyards ang 
United Aircraft, and Ford's ap. 
nouncement of “wartime models” 
= guns, planes and other mate. 
rial. 


Kruse Joins Cairns 

Fritz Kruse, who had his own art 
studios in New York, has been 
appointed assistant art director of 
John A. Cairns & Co., New York. 
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The men who 
decide things in 


the metalwork- 
ing plants that account for over 
90% of the business of the in- 
dustry, keep posted by reading 
STEEL * * * * They read it for 
news, for business trends, for 
production and _ engineering 
help. Through its advertising 
pages they keep informed on 
new developments, improve: 
ments and advantages of your 
product or your competitor 
* * * STEEL'S advertisers, too. 
know what's going on in the 
metalworking market. They 
have at their disposal more cur: 
rent market facts and figures 
more information on their ad- 
vertising coverage of the mar 
ket, than is available from «ny 
other source today. Would you 
like to see the new Market 
| Study which will give you an 
_ opportunity to check up oD 
_ wartime changes in the metal: 
_ working industry? 


A PENTON 
| Publication 


- The Magazine of A 
Metalworking & Metalproduc 
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Hoffman Predicts 
Sweeping Postwar 
Buying Spree 


(Continued from Page 1) 
and out of this production a high 
jevel of employment, he asserted, 
but it is essential for businesses 
from Maine to California to start 
now to develop their own postwar 
production and marketing programs. 

Appointment was announced of 
63 district chairmen, spanning ap- 
prox mately 63,000,000 of the indus- 
trial population, and of community 
chairmen for 99 industrial com- 
munities. 

The first of the country-wide ses- 
sions, Which will be held here to- 
morrow, should enable all regional 
and district chairmen to exchange 
views on organizing to promote 
company - by - company postwar 
planning for optimum production 
and employment, noted Mr. Hoff- 
man. 

“The 99 community chairmen 
who have been appointed to date 
in industrial communities are pio- 
neering for more than 1,900 com- 
munity chairmen who will be at 
work within a period of months,” 
Mr. Hoffman observed. 


Research Progress Reported 


Reporting on the progress of the 
research division, headed by Theo- 
dore O. Yntema, on leave of absence 


as professor of economics at the} 


University of Chicago, Mr. Hoffman 
maintained the research problem 
hinges on two questions: What con- 
ditions are necessary to achieve and 
keep up high levels of employment 
and production after the war? What 
sort of “climate” is necessary to 
permit business to provide jobs for 
willing and able workers? 

Three projects receiving immedi- 
ate attention are: 

1. Overall preliminary analysis 
of critical problems involved in 
securing high level employment and 
productivity. 

2. A serious survey of business 
incentives, and relation of taxation 
to those incentives. 

3. Exploration of reconversion 
problems, including termination of 
war contracts, disposal of surplus 
stocks and government financed 
war plants. 

Mr. Yntema is assisted by an im- 
posing staff of leading economists 
and research experts who discuss 
all projects with the research ad- 
visory board made up of well 
known college professors. 

Other problems slated for study 
include the removal of government 
controls, the effects of population 
shifts, reconversion and rehabilita- 
tion of business, postwar problems 
of agriculture, and the aftermath of 
World War I. Committee findings 
will be published in the form of 
pamphlets, the first to appear in 


- with Economy 


with ready-made reeeptice 
audience. 


. with popular appeal cia go. 
triotic themes; t. e. Combat 
Insignia; Civilian Defense: 
Airplane, Nacal, and other 
tupes of Military or War 
motifs. 


Poster Stamps 


the Premium Aniwert 

. e 

im 4FZ 

creover, Poster Stamps supply a sure, 
economical means of keeping your 

'¢ aware of trade marks, brand names 

slogans. 

WlTE TODAY forcomplimentary copies 

°f | completely informative booklets; (a) 

Growth and Modern Application of the 

er Stamp; (b) Glossary of Information 

oster Stamps; and (c) 58 Case Histories 

ter Stamp uses and** What Happened.” 


MID-STATES 
CUMMED PAPER CO. 


nufacturers Mid-States Really Flat 


; Gummed Papers. 
2515 So. Damen Ave., CHICAGO 


three or four months. 

Asked if technological improve- 
ments would not result in a dearth | 
of jobs after the war, Mr. Hoffman 
pointed out as labor cost per unit 
is cut down, product price is cut 
down, resulting in an increase of 
total employment. 


JONES RECALLS HIGH 
DEPRESSION COSTS 


New York, April 14.—Because of 
the immediate nature of war expen- 
ditures many Americans are apt to 
forget the staggering cost of the 
depression, Jesse H. Jones, Secre- 
tary of Commerce, asserted here 
today at the first national meeting 
of the Committee for Economic 


ADVERTISING AGE 
Jones cited figures recently com-| 
piled by the Bureau of the Census | 
which vividly depict the “licking | 
we took” after the 1929 collapse | 
ending the first postwar boom. 

In the decade of 1930-39 the 
value of manufactured products de- 
creased 112 billion dollars compared | 
with the decade 1920-29. During 
these two periods factory wages 
decreased 20 billion dollars and 
retail trade was 75 billion dollars 
less in the 1930-39 decade than it 
was in the previous ten years. Farm 
income shriveled 30 billion dollars 
and railroad income suffered a de- 
crease of 19 billion dollars, a third 
of the roads going into receivership, 
declared Mr. Jones. 
| Exports fell off 24 billion dollars 


cushion 
said. 

Beardsley Ruml, treasurer of! 
R. H. Macy & Co. and member of | 
CED, told the group it is fortunate | 
most business men today agree 
that the elimination of mass unem- 
ployment is the first requirement 
for the postwar period. 


the general collapse, he| 


that unless mass unemployment can 


be eliminated under a system of | 
private enterprise,” said Mr. Rum, | 
sup- | 


“private enterprise will be 
planted by some other arrangements 
for the production and distribution 
of goods and services.” 

A successful forward attack by 
business and government on mass 


unemployment depends upon a gov-, 


|effective demand, he declared. 


|member of the basic supplementary 


. | group. 
“Many will go so far as to agree! 


cannot sustain employment and 


Columbia Adds WLBC 

Radio Station WLBC, Muncie, 
Ind., has become affiliated with the 
Columbia Broadcasting System as a 


Advertisers using the full 
CBS network will not be required 
to add WLBC to earn the full net 
discount. 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING. 


Development. }and billions of dollars had to be 
Emphasizing the importance of|spent on the WPA, besides benefit | 
intelligent postwar planning, Mr.|payments to farmers in order to| 


ernment commitment that, through 
an explicit fiscal and monetary 
policy, it will act when business 


RTK 


SIGN CO, LIMA, OHIO 


by 


Now the Chicago Herald-American brings 
to the assistance of busy sales executives 
today’s Chicago — the Chicago market under 
wartime conditions. 


No longer do the facts and figures of a 
peacetime economy help you plan today’s 
selling and merchandising . . . but here is 
data geared to the modern tempo, ready to 
aid you in gauging the sales potentialities of 
Chicago at war. . . a lusty, vigorous, free- 
spending market with earnings averaging 
$65,000,000 a month more than the year be- 
fore the war . : . with an increase of more 
than 250,000 workers since 1939... . 


It places in your hands the present-day 
facts of the major and minor shopping areas 
and the main shopping streets in Chicago. 


It shows the important sales outlets in each 


Wartime Chicago 
-----under your thumb 


section, gives facts on transportation, and 
provides other essential planning material on 
the 54 sales divisions of the city and the 
large suburban shopping centers. 


With this book, sales and advertising 
executives can visualize the relative impor- 
tance of each marketing area of the city and 
suburbsand from these factsdirect and concen- 
tratesaleseffort, set quotas,and allocate costs. 


Completely revised and up-to-the-minute. 
A Working Manual for Sales Control of the 
Chicago Market has been accepted by hun- 
dreds of management executives since 1929 
as one of the most comprehensive and use- 
ful tools for sales control of the Chicago 
market ever published. 


A limited number of copies available for 
presentation in person by appointment. 


NATIONALLY REPRESENTED BY 


»_ 


CHICAGO HERALD-AMERICAN 


New York + Chicago + Philadelphia + San Francisco + Detroit + Pittsburgh + Boston + Los Angeles + Seattle + Baltimore 


THE RODNEY E. BOONE ORGANIZATION 
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Calkins Buys Paper 

S. W. Calkins, president of Union- 
town Newspapers, publisher of the 
Herald and Standard, Uniontown, 
Pa., has purchased the News-Ga- 
zette, Alaquippa, which suspended 
publication Feb. 22. Publication of 
the newspaper, which is to be re- 
named the Alaquippa Times, is ex- 
pected to be resumed on or before 
April 19. 


“KSO speeds 
distribution for 


wartime spread’ 
. . . Says Randall Klein 


As head of the Des Moines 
office of Seavey & Flarsheim, 
food brokers, Randall Klein has 
had a hand in many successful 
Iowa sales promotions. On his 
recent introduction of Double- 
Mix, Mr. Klein reports: 


“Last October radio launched 
Double-Mix in lowa—with 
daily mention on KSO’s home- 
economics program. 


“Thanks to effective broadcast- 
ing, Double-Mix is already es- 
tablished with thousands of 
Iowa families as the wartime 
spread that makes one pound of 
butter do the work of two. 


“Even in normal times, intro- 
ducing a new product is a 
tough test for any medium of 
advertising. In wartime, it’s 
even harder. So KSO and 
Helen Watts Schreiber can take 
a well-deserved bow for help- 
ing Double-Mix to obtain such 
wide distribution in so few 
months.” 


KSO 


BASIC BLUE 
AND MUTUA 


KRN 


lila cthe Ghali Stations Wi 
DES MOINES 


Affiliated with Des Moines Register & Tribune 


Represented by The Katz Agency 
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Contributed Space, 
Radio Time Do Job 
in Bond Campaign 


(Continued from Page 2) 


ments said, will be over and above 
the normal government bond pur- 
chases which the company will con- 
tinue to make. 


SPECIAL CAMPAIGN 
TO RUN IN CHICAGO 

Chicago, April 15.—While vir- 
tually every regular user of adver- 
tising space and time is devoting 
part of his promotion to the 2nd War 
Loan campaign, seven pages of 
newspaper advertising will be de- 
voted exclusively to that subject 
during the next a t, according 
to the present outlook. The copy 
was prepared by Montgomery Ward 
& Co., and is being sold to advertis- 
ers by LaSalle Street workers. 
Thus far, the financial men who are 
doubling as advertising salesmen are 
encountering some resistance from 
corporations, because of the uncer- 
tainty of their tax status. Only 
three pages of the copy have been 
definitely sold. The buyers are 
Peoples Gas Light & Coke Com- 
pany, Commonwealth Edison Com- 
pany and other utilities, and loop 
banks. 

However, J. M. Easton, advertis- 
ing manager, Northern Trust Com- 
pany, who is acting as public rela- 
tions director for the campaign, ex- 
pressed satisfaction with its prog- 
ress, and said he expected the other 
four pages to be sold. 

Montgomery Ward & Co. has fig- 
ured prominently in previous local 
campaigns, preparing copy for the 
Community Fund drives of 1941 and 
1942 and a part of the Victory Loan 
crusade. This contribution was 
highly illuminating to Ward, which 
found that the cumulative effect of 
the campaign was lost because of 
too many diverse viewpoints in the 
series. The committee also felt that 
continuity was essential, and_ it 
therefore asked Montgomery Ward 
& Co. to prepare the entire 2nd War 
Loan campaign. The assignment 
was accepted on behalf of the com- 
pany by Harold E. McDonald, vice- 
president in charge of sales, who 
delegated M. Seklemian, retail ad- 
vertising manager, and J. B. Keith- 
ley, assistant sales supervisor for the 
home furnishings division, to exe- 
cute the project. Mr. Seklemian 
provided the visualization and art 
direction and Mr. Keithley wrote 
the copy. 


Outlined Complete Job 


The two executives blueprinted 
their conception of the job before 
digging into it. The purpose, they 
found, was to raise one billion dol- 
lars in the Chicago area, with $370,- 
000,000 to come from the man in 
the street. The goal, they asserted, 
was to reach the masses, rather than 
banks or other large investors. 

The campaign approach was out- 
lined as follows: 

“The only way to make the public 
buy more bonds is to make the 
masses feel that they are not ‘pull- 
ing their weight’ in this war and 
contrast their position with the sac- 
rifices of our men in the battle lines. 
This can be done effectively by sin- 
cere emotional copy appealing to 
man’s best instincts, his conscience 


}and his slumbering but innate de- 


sire to improve the lot of all men. 
“In spite of the many forces which 
are constantly driving his thoughts 


in the direction of self-interest, the 
average man has an inborn con- 
sciousness of a common brotherhood 
and of the responsibilities inherent 
in such a relation. And even the 
most phlegmatic has his pride; he 
does not like to think of himself as 
a ‘heel’.” 

Coupled with this appeal was the 
idea that the war can be shortened 
by giving our fighting men every- 
thing they need to win—a powerful 
argument when virtually every home 
in the country is now represented 
on the fighting front. 

Chicago admen have planned their 
big radio bond push for Monday, 
April 19, on which day it is planned 
that a war bond announcement will 
be made every quarter hour on 
every Chicago station. On every 15- 
minute program, one commercial is 
|to be omitted and replaced with a 
war bond commercial, while on 
longer shows a war bond commer- 
cial is to be inserted every 15 min- 
utes. Two special announcements 
are being provided for use on that 
day. 


PITTSBURGH CAMPAIGNS 


Pittsburgh, April 15.—Pittsburgh 
went in for double trucks in its sup- 
port of the 2nd War Loan campaign. 
About 50 advertisers provided the 
sinews of war to make this large- 
scale newspaper advertising possi- 
ble. The list included not only such 
giants as H. J. Heinz Company, 
American Radiator & Standard 
Sanitary Corporation, but one ad- 
vertising agency—W. Earl Bothwell 
Advertising Agency. 

Gimbels, Pittsburgh department 
store, made an incisive comment in 
its large newspaper space: “The 
thrifty Norwegians,” it reminded its 
audience, “would love to have your 
privilege of buying war bonds to 
fight the Nazis.” 

Gimbels also made the point that 
a 10% contribution to war bonds is 
not enough. It bluntly suggested 
that anyone who has saved money 
in the past should invest all or part 
of it in bonds. 

Kaufmann’s, local department 
store, struck a highly individualis- 
tic note which was the more effec- 
tive because of the large amount of 
syndicated copy used by local pa- 
pers. 

Since Monday, virtually every 
display advertisement appearing in 
the local papers has contained some 
reference to the drive, and the same 
holds true for radio, local advertis- 
ers almost without exception devot- 
ing a portion of their program to the 
War Loan effort. Outdoor and trans- 
portation advertising are also being 
used heavily. 


‘GET TOUGHER’ 


Detroit, Apri! 15.— “America, 
you've got to get tougher!” 

While Detroit newspapers were 
filled to overflowing with war loan 
copy as the second drive opened this 
week, this full-page warning from 
Briggs Mfg. Company was one of 
the outstanding pieces. It asked the 
public to get tougher, not with con- 
versation, but with sacrifices of 
“frills and extras.” 

Detroit has its own commandos, 
the full-page advertising of the Re- 
tail Merchants of the City of Detroit 
revealed. They are 60,000 strong, 
and each is pledged to sell $1,000 or 
more of war bonds. “Be ready for 
this Gallant,” the association’s copy 
urged. “Say yes! If possible, have 
friends or associates also ready to 
buy when the Gallant calls. Let’s 
all in Detroit say yes in unison and 
again set the example for the na- 
tion.” 

Virtually every program on every 
local station worked the drive into 
its scripts on Monday and Tuesday, 
in line with the OWI allocation plan, 


Crouched in a hole, there's no «ay to look, 
save up. And looking up, | begin tw sec 
*. Gather, clearer than Pvc cver seen before 


Out here, ideologies fade. Strapped of 
fancy words, the four freedoms merge for 
me. I know, and so does every man out 
here teow what were hghung for. Is 
HOME! Heartheats pownd the word. Ace 
you tow close Lo familiar things to see that 


all humanity s joys and aspirations are 
wrapped up in the one word “Home”? 
Under ts is sbic banner, free comrades 
the world over find common cause 

The symbols of home ave different for 
every man. For one they are the loved, inti 
mate chengs 4 quiet fireside and books, 


ot great old crees and lazy livestock mm the 
ae pasture lane. For another, home is a con 
Z gemal hetpmate, the presence of kinfolks, 
or a wide circle of picasam friends. Hame 
can't be bounded nor described. for its joys 
flow fram the heart, never from che world. 


— GARTNER & BENDER Ine . ‘so “ Ww 
— 
~y TVERYDAY AND SEASONAL COLOEN BELL GAME KE an « 
OTRAS HRCI AT YOUR WHOMROMMAUT FIVE « Df 


This appeal to the home folks for letters to cheer our fighting men in far-off 


places has drawn many letters praising 


167-station sports program; and is to be reprinted in the Winchester Repeating 

one magazine. The “sermon,” which ran in the April 3 Collier's, 

was prepared for Gartner & Bender Co., Chicago greeting card marker, by 
Reiss Advertising, New York. 


Arms Co.'s 


“ OA Pom ALL OC Aphores MAN CRFETINGS Po THONE Os 


i ry tuxhole, men are looking home- 
Beard. Nox just for guos and food, Aghting 

men nced something more -- the weapan 
you can put in theit minds and hearts—the 
raw material of courage— Mail from Home! 


O ejictio cae IRS 


& 
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Maybe you think courage comes naturally 


No. Soldiers are flesh and blood. They aay 


seem herucs to you, buc heroes are ordinary 
aen whe obey their hearts when duty or 
the plight of their fellowmen demand it. 


‘ 
Newher heroes ner brave ighvery step from 
the ranks of men made lonely by a hunger bei 
on their bearcs for news from home Pos is 


Mail from home « like a chunk of the frant 
porch, kk evokes visions more real than 
shellfire and angursh. more enduring chan ‘& 
muck and blood 
and affection ace the things we have to 
believe im to make living worth-while. 


because your warm oa 


Keep the hame fires burning m aur hearus 
until this job is finished — it’s your obliga 
ton -- almost am order. Are you too busy 
today ’ Too sired this evening? In the lox 
holes where men grip their gums even as 
they deep, all prayers begin the same way : 
“Please God, tompcrow tet me hear from 
home!” How can I make your duty clearer’. 


ms ¥4 at Ofpas (MENT A 1vFRenner 


the sentiment; has been aired over a 


networks carrying 12 spot govern- 
ment announcements and independ- 
ent stations 16, both Sunday and 
Monday. 


DAILIES USE STRIPS 


Boston, April 15.—An unusual 2nd 
War Loan tie-up has been developed 
by the Boston newspapers, all of 
which have revised their makeup to 
tie in with the drive by carrying 8- 
column, 2-inch strips across the top 
of each page, including the front 
page. The strip on Page 1 carries the 
newspaper’s own war bond message, 
with each of the inside strips paid 
for and signed by advertisers. 

The eye-catching strips take every 
form of presentation ranging from 
poster style to cartoon technique, 
and thus not only avoid any sem- 
blance of monotony, but create 
added interest as the reader turns 
the pages. 

The specially-developed strips 
take the place, to some extent, of 
other war bond promotion, but a 
perusal of the papers indicates that | 
additional war bonds messages, in 
more conventional space, are also 
appearing in large quantities. 

Here as elsewhere, radio stations 
are flooding the ether with an- 
nouncements, special programs and 
dramatizations, utilizing both spon- 
sored and sustaining time. 


OFF TO A FAST START 

Los Angeles, April 14.—Indicating 
the excellent job done by local ad- 
vertisers in publicizing the 2nd War 


Loan drive, $41,000,000 of southern 
California’s $221,000,000 quota from | 
non-banking sources had been sub- 
scribed at the conclusion of the sec- | 
ond day. 


| 431 S. Dearborn St., Chicago 


Newspaper advertising of many 
local retailers—ranging from 10 
inches to full pages—has been de- 
voted exclusively to promoting the 
drive, and radio stations report the 
quantity of spot announcements and 
participation in regular programs so 
great that an accurate count of the 
number of mentions is impossible. 
One or more tie-ups appear on vir- 
tually every program. 

Outdoor advertisers are doing a 
phenomenal business in 2nd War 
Loan 24-sheets prepared by the 
Treasury Department. More than 600 
of these, usually in groups of 15, 
have been sold in the Los Angeles 
metropolitan area. Richfield Oil 
Company took a complete Pacific 
Coast showing of 340 24-sheets. 


SAN FRANCISCO COPY 
RUNNING EXTENSIVELY 


San Francisco, April 15.—War 
Loan copy here is running excep- 
tionally heavy, with banks especially 
well represented, although depart- 
ment stores, specialty shops and 
other retailers are holding up their 
end. Utilities were also prominently 
represented, as well as the local 
member firms of the New York 
Stock Exchange. 

Local radio stations are also doing 
an all-out War Loan job, with pro- 
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HENECTADY Has the Buying Power— 


/ Cc 
THE GAZETTE Has the 


Sell This Rich, Live Market 
with a Single Newspaper ... 


Reynolds-Fitzgerald, Inc., National 


SCHENECTADY LIGHTS AND HAULS THE WORLD 
and Works 24 Hours a Day to Lick the Axis 


The SCHENECTADY GAZETTE 


Representatives 


Selling Power! 


The Gazette Leads— 


in Total Advertising, Retail Dis- 
play, Total Display, General, 
Financial and Classified Advertis- 
ing. In January-February-March, 
1943, the Gazette led in Total Ad- 
vertising by 227,751 lines. (Avu- 
thority: Media Records.) 


And in Circulation the Gazette 
has the largest ever attained by 
any Schenectady newspaper. 
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ams and announcements on both 
~jstaining and commercial time hit- 
sus*the ball hard at all times of the 
po Typical of advertisers’ support 
“ne step taken by Folger coffee 
~ompany to give 15% of the time 
~, each of its three Saturday shows 
the War Loan appeal during the 
next three weeks, and the stringing 
of special announcements through 
the nightly Lucky Lager dance time 
srogram of General Brewing Cor- 


poration. 


gUN TREASURE HUNT 


Cleveland, April 15.—Retailers of 
this city focused attention on the 
ond War Loan campaign and gave 
their clientele a little fun at the 
ame time by staging a war bond 
treasure hunt Monday. Virtually 
every piece of retail copy in Sun- 
day’s newspapers gave details of the 
treasure hunt. 

Each of 35 stores displayed a war 
poster in its windows. The entry 
blanks distributed by all of the es- 
tablishments listed the 35 slogans, 
the task of the contestants being to 
match the slogans with the proper 
posters. In order to eliminate some 
of the winners, the contest commit- 
tee also required participants to coin 
a slogan for a “mystery poster” dis- 
played by the Cleveland Trust Com- 
pany. Five prizes aggregating $700 
in war bonds were distributed. 

During Sunday, Monday and 
Tuesday, WCLE carried seven spots 
and 2 programs for the drive; WHK 
had 6 spots and 2 programs; WTAM, 
96 spots and 7 programs; and 
WGAR, 37 spots and 8 programs. 
Total programs entailed over 6 
hours of time, excluding network 
broadcasts. 


OMAHA HAS CONTEST 


Omaha, April 15. — The Omaha 
World-Herald’s contest offering 
prizes of $1,050 to spur the war bond 
sale is the biggest news in Nebraska 
during the drive. 

Omaha stations— WOW, KOIL, 
KOWH and KBON—are contribut- 
ing spot announcements and also are 
urging local advertisers to devote 
part of their time to announcements 
or talks about the drive. 


MEMORIAL IS CENTER 


Kansas City, April 14.—Though 
the 2nd War Loan campaign found 
plenty of newspaper and radio sup- 
port here, a painted bulletin on the 
lawn of Liberty Memorial seems to 
have provided the clincher. On the 
bulletin appears the outline of the 
proposed cruiser Kansas City. The 
outline has been divided into 406 
parts—one for each million dollars 
which must be invested in bonds to 
reach the city’s quota. 

As each million dollar sale is re- 

ported, a seg-nent will be painted in 
and the unpainted sections stand as 
a challenge to the city. H. G. 
Leedy, president of the Tenth Fed- 
eral Reserve Bank, had the honor 
of doing the initial paint job as the 
new campaign began to click. 
_ Stations KMBC, WDAF, WHB and 
KCMO started the drive on Monday 
with a total of 34 commercially 
sponsored programs from 5 to 30 
minutes each, 22 regular sustaining 
programs from 5 to 15 minutes each, 
and a total of 111 announcements 
‘rom 2 to 5 minutes each. All are 
Continuing heavy participation 
throughout the drive. 


of the advertising,” the letter said, 
“the Post - Dispatch will extend to 
any advertiser whose copy is en- 
tirely devoted to war bonds and 
stamps, the special ‘war activities 
advertising rate’ of 30 cents per line. 
This is a very substantial reduction 
from our regular advertising rates 
and covers but little more than our 
bare production costs, since the 
Post-Dispatch has no desire to com- 
mercialize or exploit the war needs 
of our government.” 


HOUSTON GOES ALL-OUT 


Houston, Tex., April 15.—While 
Houston went all-out in its advertis- 
ing in behalf of the 2nd War Loan, 
the War Advertising Committee let 
it be known in full-page newspaper 
copy that results are the only thing 
that counts. The committee told the 
public that it would shortly receive 
personal solicitations from one of 
the volunteers who are abandoning 
their own affairs temporarily and 
that it should be prepared to sign on 
the dotted line. 

A footnote explained that the 
Houston War Advertising Committee 
was established by civic-minded 
sales and advertising executives to 


coordinate the promotion of vital 
war efforts. 

In addition to the regular OWI al- 
location time on KPC, KTRH and 
KXYZ, all stations are loaded with 
special local announcement and pro- 
gram copy featuring the bond drive. 


SPECIAL SECTION 
ISSUED IN FLINT 


Flint, Mich., April 15.—A ten-page 
section was issued by the Flint Jour- 
nal Monday as a contribution to the 
2nd War Loan campaign. The spe- 
cial was studded with advertising, 
ranging from full pages to a few 
lines, all urging the public to par- 
ticipate in the drive to the full ex- 
tent of their means. 

The special section was intro- 
duction to “Miss Victory Bond 
Week,” which revolved around the 
presence in the city of Barbara Ann 
Clark, a native of Flint, who won 
her title in a national contest staged 
by the Hearst Newspapers to find 
a living symbol of America’s women 
war workers. Before she sprang into 
fame, Miss Clark worked in a local 
plant. 

The AC Spark Plug Company, 
which formerly employed Miss 


Clark, took a full page to welcome 
her home and urge the public to 
“buy one more bond this week.” 


TIES PROMOTION IN 
WITH PURCHASES 


Des Moines, Ia., April 15.—Retail- 
ers of Des Moines gave the country 
an example of patriotism and unan- 
imity of thought in two ways this 
week. They devoted all of their 
copy in the 2nd War Drive issue of 
the Des Moines Tribune exclusively 
to war bond copy and they used 
their entire receipts of Tuesday, 
April 13, for the purchase of bonds. 
About 500 dealers pledged them- 
selves to cooperate in this goal, with 
$300,000 established as the minimum 
with which they would be content. 

The newspaper announced that 
its determination to win the war 
rivals that of its advertisers, hence 
it would use revenue from the war 
bond advertising in its special issue 
of Monday for war bond purchases. 


ALL ADVERTISERS JOIN 
Dayton, O., April 15.—Dayton 
papers put the 2nd War Loan drive 
on the right road with afternoon and 
morning issues, April 12 and 13, in 


which all display advertising was 
devoted to the bond theme, from the 
smallest to the largest unit. Similar 
advertising is scheduled for the 
week of April 19 and April 26. 

A metal company urged readers 
to “get into the scrap” by buying 
war bonds, while a coal company 
suggested that purchases of war 
bonds is another way to “make it 
hot for the Axis.” A printing com- 
pany assured the public that “We 
put our stamp of approval on war 
bond buying,” and a paint company 
continued the general strategy by 
asserting that such investments 
“will help paint out forever fear of 
another world conflict.” 
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Dishwashing Machines. 


markets. 


HAS SPECIAL RATE 


St. Louis, April 15.—The St. Louis | 


Post-Dispatch this week joined the 


small group of newspapers—hereto- | 


‘ore confined to the New York City 
papers which have special “war 
activities advertising rates.” 
ui? ng up with the 2nd War Loan 
tsers that Hitler’s 54th birthday on 
Apr 20 will be celebrated appro- 
Priately on that day, and that a sim- 
‘ar celebration will be staged on 
Apr 27, when all retail copy in the 
vaper will be devoted to war bonds 
and tamps. 

‘" view of the patriotic character 
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the paper advised local adver- | 
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HOW 


TO BUILD 


To America’s fighting men for years 
past the word “Colt” has meant side arms 
or machine guns. But today, go “back-of- 
the-house” in any hotel or restaurant and 
you will find still another Colt product—Autosan Automatic 


The Autosan Division of Colt Patent Fire Arms Manufac- 
turing Co. in Hartford, Connecticut, is a leader in the field 
of automatic dishwashing equipment. And its place of 
leadership has been gained and retained, like any similar 
case, by aggressive and progressive sales and promotional 
efforts—plus, of course, a quality product. 


THE CAMPAIGN:— 


Since the forging ahead of our war effort 
the manufacture of dishwashing machines 
has been 
Autosan was faced with the problem of re- 

taining goodwill and prestige among their Mass-Consumer 


curtailed. Consequently, Colt 


To answer their problem an advertising campaign was 
developed to show users of Autosan equipment how “to 
make your dishwashing machine last longer.” This Autosan 
maintenance campaign started with one-column ads and has 
since been enlarged to two-hird pages. Graphically illus- 


trated with detailed photo- 
graphs the series enumerates in 
bold face type the 13 
recommended mainte- 
nance steps—with each 
advertisement going in- 
to complete details of 
one particular step. 
This maintenance 
campaign is indeed 
*“*service-selling” in 
print! And, this is the 
type of facts that Mass- 


Consumer (hotel and 
restaurant) executives 
want today—from all 


manufacturers of 
“frozen” products! And 


they will reciprocate 
with orders “tomorrow”! 


HOTELS AND RESTAURANTS 
REPRESENT THE 
Mass-Conoumer MARKET 


HOW COLT AUTOSAN—A LEADING DISHWASHING MACHINE MANUFACTURER — 
IS BUILDING GOODWILL—TIEING IN WITH AHRENS EDITORIAL PROGRAM 


THE COMPANY:— 


THE AHRENS PROGRAM:— 


Colt Autosan found an ideal partner for its 
series in RESTAURANT MANAGEMENT maga- 
zine. Since the start of war its editors and writers 
have given issue-by-issue information on the main- 

tenance of all types of restaurant and hotel equipment and supplies. 
They have continually pounded home the importance of maintain- 
ing the efficiency of present equipment—and have shown HOW to 


do it! 


It has been this Editorial Maintenance program combined with 
manufacturers’ simultaneously advertised maintenance data that is 
solving one of the most bothersome problems facing the Mass- 
Consumer market today! You too, like Autosan, can take advantage 
of this forceful “editorial-advertising combination. . . .” 


?— 


copy to keep in touch 


AHRENS PROGRAMS FOR YOU:— 


No matter what your sales or production situa- 
tion today Ahrens Publications have an editorial 
program on which you can base your advertising 


with, or sell, hotels and 


restaurants—the Mass-Consumer Market! HERE ARE SOME OF 
THEM: Nutrition, Maintenance, Beverage Law Enforcement, War- 
time Recipes & Menus, Remodeling < Redecorating with Non-V ital 
Materials, Employee Training, Elimination of Waste, and Industrial 
Restaurants. These programs are outlined in a special report which 


we will gladly send you upon request. 


The original and leading monthly maga- 
zine devoted exclusively to operations. 
The “Show How” 


OF THE TOTAL CONSUMER 


1/4 ~ HOTELS AND RESTAURANTS 


MARKET IS REPRESENTED | 


textbook of methods, 
enance, and construc- 


tion. First in reoder acceptance. 


The national hotel newspaper featuring 
up-to-the-minute news of government 
wartime regulations, personalities, per- 
sonnel and property chonges, forums of 
opinion, conventions, etc. 


The restavront operators monthly text- 
book of case history profit-making ideas. 
Designed editorially to show restouvrants 
of all sizes how to more efficiently and 
profitably conduct their business. 


Abrens Pablhing Co, teed i 
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Hotpoint Campaign 
Hits Jackpot with 
Local Tie-up Copy 


(Continued from Page 1) 
its success in selling the idea of 


similar advertising to local utilities, | 


dealers and department stores, and 
thus developing a volume of local- 
ized promotion on this theme which 
Hotpoint believes has not been 
equalled by any other advertiser. 


Sells Theme Only 


From admittedly incomplete re- 
turns, W. A. Grove, Hotpoint sales 
promotion and advertising manager, 
estimates that local advertisers in 
the above categories have already 
put about $250,000 worth of local 
newspaper space behind the general 
theme supplied by Hotpoint, in 
addition to direct mail, radio, etc. 
Hotpoint made mats of illustrations 
and captions, as well as proof sheets 
of its advertisements, available to 
utilities and dealers without charge. 
It made no attempt to. get specific 
copy used at the local level, but 
attempted to sell the campaign 
theme, urging local advertisers to 
develop their own material, making 
use of illustrations, headlines and 
other material which they might 
like. A poem, “Maybe Tomorrow,” 
written by Clinton Brown, Hotpoint 
publicity director, was used widely, 
as was the “home planning file,” a 
cardboard filing case for home plan- 
ning ideas. Some 40,000 of these 
files, sold by Hotpoint at 25 cents— 
somewhat less than their cost— 
have already been distributed by 
utilities~and others. 

This device was not mentioned in 
Hotpoint advertising last year, but 
its popularity has proved so great 
that it will get a prominent position 
in all advertising this year, being 


Addressograph Lists 


Maintained 
Embossed - Corrected 
Tabbed for selection 

CALDWELL LETTER SERVICE 
Tribune Tower, Chicago 
SUPerior 8154 


offered in a coupon for 25 cents. 
Although the current Hotpoint cam- 
paign has just begun to run, and 
has not appeared in all publications 
on the list, coupons are already re- 
ported running at the rate of about 
2,000 a week. 


Ten Magazines Used 

The new Hotpoint copy, in full 
colors, is running in Collier’s and 
Life in the general field; Country 
Gentleman, Farm Journal and Elec- 
tricity on the Farm in the farm 
field; and in the following home and 
service magazines; American Home, 
Better Homes and Gardens, Bride’s 


Magazine, House Beautiful and 
Ladies’ Home Journal. 
When the initial campaign was 


mapped out, the company’s district 
managers took the material to utili- 
ties, department stores and dealers 
and asked them to take the theme, 
plus the copy and cuts which were 
available, and to build their own 
local tie-up campaigns, with re- 
sults that in many cases have been 
astonishing. Several‘ hundred local 
campaigns have run, and in many 
cases they have been exceptionally 
large ones. 

For example, the City Light & 
Power Company, municipally owned 
utility in Tacoma, Wash., got behind 
the drive to such an extent that it 
ran 14,360 agate lines of newspaper 
advertising on this theme between 
Nov. 26 and Feb. 26. Northern 
States Power Company, Minne- 
apolis, used a big volume of news- 
paper copy, special painted bulle- 
tins, and distributed more than 
350,000 copies of a folder emphasiz- | 
ing the theme. One utility organi- 
zation in the South carried the mes- 
sage to readers of more than 300} 
newspapers. In one case, a gas 
company adapted the 
newspaper promotion. 


Builders Tied In 
So great was the response that in 
connection with the new campaign 


Hotpoint has produced a “press 
book” of 24 giant pages, featuring | 


some of the local advertising by|plan for—‘a new home after 
electrical retailers. This book, along | tory.’ 


wi 
is now using shown in the field by 
district managers, 


idea to its| 


| 


| 


| 


IDEA FILE 


Featured in Hotpoint advertising is this 

home planning file, brought out last year 

for distribution to prospective home- 

builders of tomorrow for ideas, sketches 
and clippings. 


portfolio developed to secure the 
cooperation of real estate dealers, 
subdividers and builders, a business 
classification which has already ex- 
hibited great interest in the cam- 
paign and which is expected to add 
considerably to the flow of local 
promotion. 

This industry is being told that 
the value of lots and subdivisions 
can be kept up, real estate sales can 
be made, and the builder can win 
a “priority” on home construction 
after the war by tying up with the 
“Get Aboard the Bond Wagon” 
campaign, through advertising, 
through distribution of the home 
|planning file, and through personal | 
promotion. 


A Complete Plan Book 


“War bonds today for home build- | 


|ing tomorrow is the theme that key- | 


| 


and Hotpoint is|electric kitchens, Hotpoint can help 


notes the advertising of 
national advertisers of durable con- 
sumer goods and building mate- 
rial,” this portfolio declares. “Mr. 
and Mrs. America are being made 
to want—and urged to save and 
vic- 

If you’re ready to build 
share of the postwar homes | 
Shans owners will insist on modern | ‘ 


leading 


convinced that cooperation with the| you get your share of this postwar 


new campaign will greatly exceed | home- building program. 


the remarkable 
year. 


showing of 


of the new 


MORE BUYERS 


with 


MORE MONEY 


to Spend! 


kept pace with the expanding 


Represented by: 


New York Philadelphi ( y 


Akron is growing by leaps and bounds: that means MORE 
Buyers with MORE money to spend. Beacon Journal Circu- 
lation is growing too: that means you can continue to place 
your sales messages before all Akron Buyers at one low cost. 


The figures below show how Beacon Journal Circulation has 


Net Paid 
Daily Circula- 
tion for March, 
 errrere j 


Net Paid Daily Sunday 
Circulation 6 Months Ending 3/31/43.121,881 108,725 
_ “ 3/31/42.110,666 91,768 

. = * " - 3/31/41. 103,153 80,866 

: iw "3/31/40. 98,780 72,459 

- |: ia "3/31/39. 97,291 65,573 


The buying habits of Akron’s wage earners are 
formed daily through Akron's only Home Newspaper. 


AKRON BEACON JOURNAL 


Story, 


AKRO 


Akron Market. 


Net Paid 
Sunday Circu- 
lation for 
March, 1943.. j 


Brooks & Finley 


Cleveland Los Angeles, Atlanta 


If sg 


last} will join Hotpoint in helping Mr. 


jand Mrs. America now to plan the} 
One of the most interesting phases|kind of homes we both know they 


j 


|ation from officials, 
lists of 


| build up down payments on postwar | 


campaign is a special| will want to build tomorrow—elec- 


tric homes—Hotpoint will provide 
you with the ‘What to do it with.’” | 

Following this the portfolio con- 
tains suggested letters, mailings, | 
newspaper advertisements, ideas for | 
getting prospects, and ideas for | 
cooperative promotions, including | 
suggestions for the development of | 
cooperative newspaper pages. Mats} 
| of newspaper advertisements and of | 
| illustrations are being made avail-| 
lable. There is also a “bond wagon 
manual” full of how-to stuff, includ- 
ing suggestions for getting cooper- 
how to develop 
names, newspaper inter- 
views, and a host of other material. | 

Electric utilities will be urged to} 
get behind the local builders and | 
to work with them, since the utility | 
has an important stake in attempt- 
ing to develop the use of electric 
kitchens in new homes. 

The home planning file, which 
will spearhead the campaign in 
most respects, contains file folders 
for a dozen or so phases of home 
construction, including, of course, 
the kitchen. 


STARTS CAMPAIGN 

Chicago, April 15.—The May issue 
| of American Builder will present to 
jits readers a “private enterprise 
|program for postwar home build- 


ling” which calls for immediate 
|formulation of a joint postwar} 
| building plan by the principal or-| 
|ganizations representing home| 
building, and including as an im-| 
|portant feature “an educational 
campaign and a bond earmarking 
|program to encourage people to 


homes.” 
Other planks in the American 
Builder platform are: (1) That 


thought be given now as to how)! 
soon the present WPB limitation on | 
home building can be lifted, w ith | 
the building of model homes which | 
would permit taking of orders con- | 
sidered a first step; (2) Congres- 
sional action to expand and enlarge 
the Federal Housing Administration, 
or a new agency, and charge it with 
energetically promoting home own- 
ership; (3) a liberal, effective, pri- 


vate financing plan administered by 


FHA, permitting 10% down pay- 


/ments and 25-year amortized loans, 


April 19, i943 
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The rates for this departmen 
“Positions Wanted,” 
tatives Available,” 
cash with order. All other 
rates): % in., $2.75; 1 to 3 in., 


The Advertising Market Place 


“Representatives Wanted,” and “Represe, 
30 cents a line, 


——__ 


t are as follows: “Help Wanted: 
minimum charge $1. Tery 
classifications (single inserti, 
$4.75 per inch. 


__ SCM HELP WANTED _ —_ 


Opportunity for two advertising men. 
One with experience in the industrial 
and machine tool field. Ability to 
write advertising and editorial copy 
and do creative work on technical‘ac- 
counts required. Also an experienced 
copy man for general accounts; must 
be fluent writer and understand pro- 
duction. One of these positions will 
be with well established 4-A Agency 
serving several nationally known ad- 
vertisers and the other opening may 
be with one of clients. All inquiries 
will be held in strict confidence. 


Box 4054, ADVERTISING AGE, Cheo. 


“SALESMAN WANTED _ 

An old established trade publishing 
firm is interested in a sober and am- 
bitious sales representative to con- 
tact advertisers and agencies in the 
New York and eastern territory. 

He must have experience in selling 
space. Character and ability refer- 
ences will figure in applicant's favor. 
Give age, experience and references 
in first letter. 


This aoe pays drawing, travel- 
ling and office expenses. 
kixcellent opportunity for right 


man. All applications will be treated 
confidentially. 
Box 4034, ADVERTISING AGE, N. Y. 
Stenographer and assistant to busi- 
ness paper editor; some _ writing; 
should know mechanics of getting out 
paper; give experience and salary re- 
quirements. 
sox 4043, ADVERTISING AGE 
POSITIONS WANTED 
SOMEWHERE! We would like to 
place our capable Advertising and Re- 
search Manager because priorities are 
halting our operations. He has had 
diversified experience, is young, draft 
exempt and rates a REAL OPPORTL- 
NITY 


, Chgeo 


Box 4060, ADVERTISING 
Editorial assistant, 24 yrs. 


AGE, N. Y. 
old, draft 


|def. College education, executive abil- 


ity; 6 yrs, experience. 

Box 405 7, ADVERTISING AGE, Chgo. 
Get accurate work and save money by 
letting me do your research interview- 
ing on the phone. Can also tabulate 
and analyze questionnaires or letters. 
References given. Agency experience, 
tox 4056, ADVERTISING AGE, Cheo. 


—— 
REPRESENTATIVE AVAILAR} E 
Chicago Publishers Repre: , 
serving outstanding ABC | 
Paper can handle another ma» i 
Maintains complete ofice facil! = 
Box 4037, | ADVE RTIS NG AG E 
~~ MISCEL LANEOUS 
Wanted—Model 1700 Addressog, h is 
good condition. State price and «h¢, 
it can be seen p 


Box 4052, ADV ERTISING AGE, Cho, 
Advt. Mgrs.—Agencies, Kindly dijr,,. 
clients attention to ideal location ¢, 
mail order, cosmetic, drug spec. eo, 


respondence school, etc. Modern 
light bldg., 2500 to 4500 ft. sq ‘ 
ment, stm. heat, good transp. 
block. Apt. available same bldg. 3¢-- 
N. Southport, Chicago. 


Market Research Executive—|> ‘ 
experience all phases of work (ine} 


ing university teaching). Wants pla, 
where he can do constructive jo} ¢, 
present and post-war planning Ay 
» 


35, good health, married, draft exey 
now employed. 
Box 4058, ADVERTISING AGE, © \ 


BUSINESS OPPORTUNIT) 


Mexican Opportunity 


Recognized Mexican Ady: 


Agency is interested in merging 


top-flite American agency desiroy 


entering or expanding Latin America 


business, and capable of appre 


the present and future pros): 


| the Mexican market. Owners willing 


to discuss terms and details by corr 
spondence or in person. 


Box 4055, ADVERTISING AGE, ©! 


REPRESENTATIVES WANTED 
Advertising Hepresentatives wanted 
for Ohio, New England and Michiga 
territories by trade publication in w 
usually good field with tremendou 
immediate possibilities. Worth atte: 
tion of top-notch mon, State full d 
tails, territory coverec 
Box 4059, ADVERT ISING AGE, N. Y 


as well as lease-option alternatives 
| permitting occupants to lease houses 
|for five years while accumulating 
enough equity to buy, and en- 
couragement to builders to erect 
“garden homes” for rental. 


Reporting that more than 40% of | 


merchant builders own land ready 
|to receive postwar homes, and that 
the action outlined above would 
give them the _ go-ahead signal, 
American Builder also comments: 
“An end must be called to the 


|fantastic publicity regarding the 
postwar home _ which has been 
|promising freakish and impossible 
things to the public. The result 
builders say, may cause a hesitation 
on the part of buyers and may seri- 
ously retard the postwar building 
program.” 

If the steps outlined are taken 
according to the publication, th 
building industry can immediatel) 
lay plans for a million homes a yea! 
in the $2,800 to $8,800 price range 


WORCESTER ee 


PER FAMILY FOOD COOL ONE <1 


The only station which 
delivers the Central 
New England audience. 


Associated with The Worcester Telegram-Gazette 


COLUMBIA 


PAUL H. RAYMER CO. 
Notional Soles Representatives 
BERTHA BANNAN Little Bldg. Boston 
New England Soles Representative 


April 
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oe 
Pet 


Private Lines 


Don’t be surprised if the two 


pals of the intra-OPA fight 


pith leave the agency. J. Kenneth 
Galbraith, the ex-Princeton profes- 


cor, has had offers which top the 
<9,000 he gets at OPA. Lou Maxon 
-. disgusted, and the green fields of 
petroit and New York, as well as 
nsing with the glacier - like 


seat of government, are tempt- 
ing him. But the bettors say that 


Galbraith will leave first, Maxon 
jast—as a token of his victory. 
* 


* * 


The question of government-paid 
advertising is quiet. The Bankhead 
pill isn’t being discussed; but there’s 
4 rumor around that the senator 
nas been studying the Canadian use 
of advertising, and is much im- 
pressed. The sound and fury sur- 
rounding his proposed bill, the 
rumor says, were merely a blind to 


Department Stores 
Spanked for Rate 
Row with ‘Times’ 


(Continued from Page 1) 


& Co.; Bloomingdale Brothers; Bon- 
wit Teller, Inc.; Gimbel Brothers; 
Frederic Loeser & Co.; Lord & Tay- 
lor; James McCreery & Co.; R. H. 
Macy & Co.; Russeks Fifth Avenue; 
Saks & Co.; Franklin Simon & Co.; 
and Stern Brothers. All but three 
of the stores are members of RDGA. 


Agree to Withdraw Advertising 


Seed of the dispute was planted 
between March 5 and 10, 1943, 
when the defendants concertedly 
agreed to withdraw their advertis- 
ing from the Times unless the rate 
increase, made public March 6 and 
to be effective May 7, was imme- 


get people thinking about the ques- 
tion. Preparatory to a bill for gov- 
ernment advertising which will 
present the proposition on a saner, 
sounder plane. 
a * co 

The plan which OPA and OWI 
worked out for getting out mats to 
the weeklies so that they could as- 
sist in war advertising and pick up 
some more revenue looks like a 
winner. Requests for mats are 
pouring in to OPA, being shuffled 
over to Charles Allen, who used to 
be assistant dean of Northwestern’s 
journalism school before joining 
OWI. As an example of getting 
down to the local level, and provid- 
ing revenue for a segment of the 
press that direly needs it, the drive 
is noteworthy, and ought to bring 
praise from the capitol, whose in- 
mates are much interested in the 
fortunes of the weeklies. 


RT. Stanton, 
Figure in Early 
Advertising, Dies 


Detroit, April 13.—Robert Tenny- 
son Stariton, one of the oldest fig- 
ures in advertising, died Saturday 
at the home of his son, Donald T. 


Stanton, in suburban Birmingham, | 


it the age of 93. 


Born in St. George, Ont., Mr. 
Stanton came to the United States 
in 1870. After a turn on The Great 
Divide, a magazine published in 
Denver, he went to work for Chas. 


Scribner & Sons and later became 
western advertising manager of 
Century Magazine, a post he held 
for 30 years prior to his retirement 
in 1924. 

In 1894, abetted by 


the late 


Thomas Balmer, then western man- | 


ager of Ladies’ Home Journal, he 
organized the Agate Club of Chi- 
cago, now the oldest advertising 
club in the United States. Funeral 
services are being held in Chicago 
today. 


diately wiped out. 

As an alternative measure the 
stores recommended that the Times 
increase its circulation price from | 
three to five cents daily and from 
10 to 15 cents Sundays. 

When the Times showed no dis- 
position to cancel the increase, the 


: ‘ ~ 7 companies pulled out their adver-| 
Wadman, publisher of Diesel Prog- tising, not waiting for the raise to| 


ress, New York. The exact date of| become effective (AA, March 15) 
publication has not been announced. and April 12) | 
“We have no intention of offering ‘ | 


competition to Modern Plastics,” Maximum Fines Imposed 
Mr. Wadman said in announcing the | SEE ar 
Wheels of the investigation were | 


Rex Wadman Plans New 
Plastics Publication 

Plastics Progress, described as “the 
photodramatic magazine of the in- 
dustry of tomorrow,” is_ being 
planned for publication by Rex W. 


new venture. “Plastics Progress will| . ae a s 
complement this job by showing | Oiled by ages pe Renee = atm | 
| graphically the wide variety of uses | @SS!5 = na Pe atari A ren 
|to which plastics can be put We | and ney oa the aS ae a 
bet eget ete 2 : sion o e Department of Justice, 
| Plan to use plenty of color and a under the supervision of Assistant 


| Profusion of photographs. Attorney General Tom C. Clark, 


division director. 
Onstad Promoted | Maximum fines were imposed 
R. E. Onstad, formerly vice-presi-| upon Mr. Isseks’ recommendation, 
‘dent and general manager of the| although John T. Cahill, counsel for 
'Thordarson Electric Mfg. Company,|the RDGA, requested 48 hours’ 
Chicago, has been elected president, | Srace in which to pay the penalty. 
following the resignation of C. H.| Mr. Isseks told the press, “The 
Thordarson, founder of the com-|New York Times did not initiate the 
pany. Other officers elected are| investigation, nor did it file a com- 
L. G. Winney, vice-president and| Pplaint with the anti-trust division.” 
treasurer, and W. R. Mahoney, as-| The information filed by the gov- 


sistant treasurer. |) ernment prosecutors noted that 
| total business of the defendant 


SAM DIEGO 
is Al 


duction city 


The war pre 


with an a 


TODAY your war-time message in the San Diego 


Union and Tribune-Sun 


very large percentage of employment in war in- 
dustries with a future. Daily circulation February 
Ist 112,198--Sunday, January 31st, 84,677. 


Bureau of Census 
analysis for 


American Management 
a 
Association classes 


. oe ” 
Diego “A-I", 
one of six such areas 
ich grew most rapidly 


ring war, with the best 
rospects of retaining war- 


me growth, 


--Adv. Age, Feb. ‘| 


San 


Union-Tribune Publishing Co., San Diego, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
New York » Chicago « Cleveland « Denver « Seattle « Portiend « San Francisco « Los Angeles 


TOMORROW, the im- 
pressions planted will grow 
into acceptance and sales in 
an area now containing over 


rated by Census officials as 
tops among larger American 
cities most likely to retain 
wartime gains. 


Send now for booklet, “How big 
is San Diego" .or secure through 
National Representatives. 


| stores during 1942 reached the stag- 
| gering proportions of $350,000,000 a 
considerable part of which was in 
interstate commerce. Total adver- 
tising of these stores in the Times 
for the same period amounted to/| 
approximately $3,000,000. 


Readers Puzzled 


The Times circulation, particu- 
larly on Sundays, extends outside | 
of the state of New York, this in- 
formation observed. Readers of the 
paper were deprived of access to 
news regarding merchandise avail- 
able to the public at the principal 
" | wa 9 yen Noga 4 ;' 

“A number of readers of the 

«| fyture ” Times were puzzled by the lack of 
advertising and even thought that| 

| there was a shortage of merchan- 
dise available as a result of war 
conditions,” asserted Mr. Isseks. 

“The aforesaid conspiracy has| 
consisted of a continuing agreement | 
and concert of action among the de- | 
fendants,” the information charged, 
including the following: 

“Defendant corporations boycott}! 
such newspapers, including the New | 
York Times, that charge advertis-| 
|ing rates other than those agreed 
| upon and acceptable to the defend- 
| ants. 


“Defendant corporations maintain | 


reaches an area with a 


| tion, which as part of its activities, | 
;}Maintains several committees,| 
among them one known as the Ad-| 
vertising Rate Committee, to rep-| 
resent the membership in its deal- 
ings with publishers of newspapers 
|in matters involving advertising 
rates. 

*... for the purpose of effectu- 
ating the aforesaid conspiracy, the | 
defendants .. . have done and per- 
formed the following acts: In or 
about the month of January, 1943, 
the New York Times and defendant 
R. H. Macy & Co. were negotiating 
regarding a new advertising con- 
tract for the following year. The} 
New York Times suggested a new 
clause, giving the New York Times 
the option to charge for engraving 
| cuts. The parties could not come to! 
lan agreement and on or about Feb. | 
27, 1943, defendant R. H. Macy & 
Co. refused to negotiate any further | 
and referred the matter to the Ad- 


half million civilians and 


Pe Ve oY 


vertising Rate Committee of the 

defendant association for further 

negotiations; the Advertising Rate | 

meee | COMmmittee invited the New York 
% oF . - 4 eae 
4 en Pu 


|den themselves with protracted liti- 


jbetween 


|ing the association and stores and 


| bunch of lawbreakers in our midst.” 


| crat, announced that he would place 


|}and support the defendant associa-| § 


| grams of that city. 


Times to be present at a meeting of 4 

such committee scheduled for Flour Sifter 

March 5. Prior to the meeting, the | . . 

New York Times advised defendant Dramatized in 

R. H. Macy & Co. and on March * Pill b C 

1943, the New York Times inform-| P| JIS DULr @] 

ally notified the Advertising Rate | Y PY 

Committee of an impending increase | (Picture on Page 1) 

in advertising rates; on or about; Minneapolis, April 15.—Featuring 

March 6, 1943, the New York Times| the flour sifter as one of the Ameri- 

mailed to the defendant corpora-| can housewife’s weapons in the war, 

tions notices of a proposed increase | pjljsbury Flour Mills Company will 

in advertising rates of retail stores pay her a tribute Sunday with full- 

to become effective May 7, 1943;| page advertisements in newspapers 

between March 5 and March 10 the| of all major metropolitan markets. 

defendant corporations agreed to| The copy, dramatizing the impor- 

boycott the New York Times until) tance of food in the war effort, was 

it canceled its proposed advertising| planned in support of the govern- 

rate increase; and on or about | ment’s campaigns on the food front. 

March 14, 1943, the boycott became} There is enough food to go around, 

effective by the withdrawal of all| though not as much variety as for- 

the defendant corporations’ sched- | merly, it continues, adding: 

uled advertisements in the New| “fortunately, flour—a most vital 

York Times.” |basic food—is plentiful and unra- 
Spokesmen for Macy’s, Gimbel| tioned. Enriched as the government 

Brothers, Saks-34th Street and Saks | specifies, it is the running mate for 

Fifth Avenue—still smarting from | almost every rationed food. 

their wounds, today declared that] “So, women and girls of America, 

except for the purposes of this pro-|keep your flour sifter on the job— 

ceeding, the plea of nolo contendere | right along with the plane, the tank 

does not constitute any admission of | and the gun.” 

an illegal act. | 


The advertisement offers free 

Rate Rise Inopportune \copies of the company’s 14-page 

The department store representa- | wartime nutrition guide, “Fightin’ 
tives declared that the proposed | Food.” Prominence also is given to 


jthe new official nutrition symbol, 


increase would fall at a time when “ly. S. Needs 


all retailing is bound by price ceil- | Basic 7 Every Day.” 
ings under government regulations | McC: ae 

P ie ae d cCann-Erickson, 
and stores are bending backwards | iA, aceount 

to keep consumer prices down. : . 
They added simply, “It was be-| 
lieved that the stores were oper- 
ating in the interests of the public} 
as well as of the war effort in| 
opposing any increases in advertis-| 
ing rates at this time.” 

The stores and their managements 
do not feel they have committed a 
crime, although the Department of 
Justice has claimed technical vio-| 
lation of the Sherman Act, said the 
spokesmen. 

While the defendants involved 
are vitally interested in newspaper 
advertising rates in New York City, 
they have no desire to dominate the 
press, nor do they wish to controi 
the selling price of newspapers, it 
was pointed out. Rather than bur- 


Us Strong—Eat the 


Inc., handles 


gation, the companies. therefore 
entered a plea of nolo contendere, 
although they believe that the pro- 
ceeding was an extension of the 
interpretation of the Sherman Act 
to fields “heretofore not deemed to 
be within its purview.” 

The controversy brought an ex- 
change of claim and counter-claim 
Mayor LaGuardia and 
Walter Hoving, president of Lord & 
Taylor, with the mayor admonish- 


tHe BEST way 


TO REACH BUYERS OF 


TRANSPORTATION, 
EQUIPMENT, 
MATERIALS 
and SUPPLIES 


Get the latest facts and figures 
by sending for the FREE up-to- 
the-minute study of ‘““A Guide 
to Effective Freight Transporta- 
tion Promotion.” This factual 
manual—based on an investiga- 
tion by Ross Federal Research 
Corporation—discusses all the 
services and problems you want 


commenting “so we have a new 
Mr. Hoving, denying the mayor’s 
claims that the stores sought to con- 
trol the press and city government 
as well, called LaGuardia the victim 
of “departmentstoreitis.” He said 
neither department stores “nor any- 
body else’’ could control the press. 

In Washington, D. C., Rep. Martin 
J. Kennedy, New York City demo- 


the entire dispute before a special 
House committee. 


Swann Heads Creative 
Staff; Erickson Joins 


Erwin D. Swann, 
e 


vice-president of | 


‘ Foote, Cone &| to know about the Transporta- 
° Belding, New| tion Industry—Rail... Highway 
York, has been} ig Air T 4 
a placed in charge| +--+ Water .. + Air Transport. 
of copy and art) You'll find it of vital help in 
for the agency. | producing effective advertising 

Rodney 


3 sei yh campaigns. Write today for 
son, ormerly| 7 , 

with Columbia your FREE copy. 
Broadcast- 
ing System, has| 
joined the radio 
staff of Foote, 
Cone & Belding’s 


Erwin D. Swann 


New York office. 
O’Gorman to ‘Parade’ 
Purcell O’Gorman, formerly on 


the sales staff of Esquire, has joined 
the sales staff of Parade, New York. 
Mr. O’Gorman was at one time as- 
sistant advertising manager of the| 
New York Times, and before that, |, 
advertising and sales manager of | sTRAFFIC WORLD 

Dunham Duplex Razor Company | #420 So. Market St., Chicago, Il. 
for eight years. &Gentlemen: Please send copy of “A Guide To® 


vEffective Freight Transportation Promotion.''® 
Bruhn to Head Office 


August J. Bruhn, formerly co-|"ri 0 .......... 
manager of the Los Angeles branch|,.s 
of McCann-Erickson, Inc., will head 
the. agency’s newly-opened Holly-|, 
wood office for handling radio PrO- | ee AAAS 
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“Make up your mind 
where you want this, 

lady; | gotta drop two 

more by six tonight” 
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Postwar living is engaging the attention of almost every 
American today. _ 

And... Newsweek is taking the lead in exploring America’s, 
and the world’s, new way of life. “Postwar Horizons” — 
a mirror of world living in the days that lie ahead— now 
supplements such other Newsweek exclusives as Periscope, 
News Significance, and the Signed Opinions of experts in 
afte government, finance, statesmanship, ‘and war strategy. 
oP Here is an editorial formula geared to the needs of think- 

ing people. And, although this will be a very different;world 


come Victory, one fundamental fact will remain: 
The richest market for new postwar products and services it 
will continue to be today’s leaders in world living. The kind 
of people* who, in ever increasing numbers, are turning 
" . 
to Newsweek for a more complete understanding of what 
tomorrow will bring. 
*93% of Newsweek's more than a half mil- 
lion circulation is concentrated among lead- 
ers in business, industry, government and 
the professions ... the highest concentra- 
tion of above-average Americans, per ad- 
vertising dollar, offered by any magazine. 
Newswe ek In 1942, 412 advertisers selling 37 different 
types of products, considered this market 
so vital, they spent $3,906,270 in News- 
week's pages. 
The Magazine That Looks Ahead 
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HOTPOINT DRIVE EARNS MANY TIE-UPS 


MAYBE TOMORRO} 


went 5.40 PR 
"tae your meee 


A few examples of the widespread local tie-ups with the 1942 Hotpoint "Bombers 

Today—Bungalows Tomorrow” campaign. The new campaign just started is 

expected to develop an even greater volume of local advertising. (Story on 
Page |). 


TOOLS THAT MAKE WEAPONS OF WAR 
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With an illuminated V as a base, this huge world map showing the 65 points on 

the globe where American forces are stationed forms an effective background for 

® display of tools made by Chicago Pneumatic Tool Co. for use in war industries. 

't is the sixth in @ series of patriotic window exhibitions at the company's New 
York offices. 


ANNOUNCES SHOW 
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Announcing 4 Narionwive 
U. S. Treasury Department — Saturday Evening Post 
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FAMOUS ORIGINAL PAINTINGS 
OF NORMAN ROCKWELL S (OUR FREEDOS 
a TO FOuR THE NATION 


The Saturday Evening Post will add more 
fuel to “Keep the Light of Freedom 
Burning,” when it heralds, with this page 
in its April 24 issue, the "Four Freedoms" 
War Bond Show, to be sponsored by the 
U. S. Treasury and the Post in coopera- 
tion with the nation's leading department 
stores. The whirlwind spectacular makes 
its bow in Washington, D. C., April 26. 
(Story on Page 2.) 


SILENT SALESMAN 


fos Se 


ee 


Stams, new Standard Brands vitamin- 
mineral tablet, currently occupies this 
streamlined counter display carton, de- 
signed to contain 12 packages of 24 tab- 
lets or six packages of 96 tablets. At 
present the product is sold only in Illi- 
nois, Wisconsin, Indiana, Kentucky, Ohio 
and Michigan. Ted Bates, Inc., New York, 
is the agency. 


STAG-GERING DISPLAY 


This eye-catching display piece features 
the handiwork of artist Andrew Loomis, 
and a cut-out platform with reproduction 
in color of Stag Toiletries for Men. To 
increase sales potency, a cut-out Stag 
construction has been inserted behind the 
centerpiece. Einson-Freeman Co., Long 
Island City, N. Y., designed and litho- 
graphed the display in full color. 


SQUIRT KID FEATURES CAR CARD 
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BIGGEST SELLING GRAPEFRUIT BRINK \/ om 
ee Se . 


/N THE WORLD 


LESSONS IN DAYTIME SLEEPING 
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COMSTRUCTivEe OTE TO 


CAPT. RICKENBACKER | ® 


HOST ASSENTERISH 15 HOT WHFUL .. HOCH 
ASSENTEEIGM 1S DUE TO SWEER FATICUR 7 
POR EXAMPLE MANY MIGHT WORKERS 
CAMIOT SLEEP RESTFULLY DURWIG THE Day. 2 
WERE ARE 20 HELPFUL LESSONS 
FROM OUR SLEEP SHOP 


As part of the drive to awaken the public to the dangers of carelessness and 

indifference to the causes of household accidents and makeshift devices in the 

home, Lewis & Conger, New York housewares store, created a series of window 

displays for all six of its store windows. This window, prepared by the store's 

Sleep Shop, points out that the inability of night-shift war workers to get suffi- 
cient sleep results in fatigue which encourages accidents. 


PUBLISHER GIVES PRIZES FOR LAYOUTS 


The Post-Tribune, Gary, Ind., recently sent advertisements to five business papers, 
asking each to set and run the advertisement, developing its own layout, and 
announcing that prizes would be awarded to the layout men whose work was 
adjudged best by an impartial jury. At a cocktail party in Chicago April 8, it 
was revealed that the layouts had been judged by agency media directors, with 
first prize, a $25 war bond, going to Lt. Harold Hall of Standard Rate & Data 
Service, who left for active service two days later, and a second prize of $15 in 
war stamps going to Tom Raki of Advertising Age (second from right). Others 
in this presentation picture are L. H. MacLeod, western manager, Lever Bros. 
Co.; Frank Westcott, Post-Tribune ody sing publisher 


fireactor: J. K. Snyder 
of the paper; and Frank biubbard, assistant to the oubli 


PLEA FOR 'EASING BURDEN OF NOISE 


“GIVE US g 3 . -t: »' ASK AMERICA'S 
weuleft, plec ese WARTIME WORKERS 
\. aed these Reaver Cototes 
Pet buters ere hue commer y 
by canny ts burden of mone 


hom wee te cow 
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Typical of the contributions of companies which are promoting the cause of noise 
prevention in cooperation with the National Noise Abatement Council is this 
spread of Celotex Corp., which appeared in Time and Newsweek. Pointing to the 


dangers of “noise-frayed nerves” which interfere with peak production, the copy 
features applications for Acousti-Celotex. (Story on Page 8.) 


AID RECRUITING CANNERY AND FIELD HELP 
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ROPS ARE READY 
YOUR HELP IS NEEDED TO CAN tne belie a ye 


"Unless you pack it, our boys can't eat it” is the slogan used in a series of color 
posters backing the program for enrollment to help the nation’s food program. 


a, 


Third dimension and animation feature this new car card in which the Squirt trade character stands out from the rest of the 
card, and a tag attached to the bottle swings with the motion of the vehicle. Through National Transitads, the cards are 
*ppearing in 10 markets by arrangement with local bottlers. Additional markets will be added as the soft drink season advances. 


The posters were lithographed by Stecher-Traung Lithograph Corp., Rochester, as 
@ contribution to the war effort. Federal Advertising Agency, New York, prepared 
the copy and provided the paintings for the series. 
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He had friends among 


to Theodore Roosevel 


} A. J 77 ’ . . . . . ° . . . . . . 
en eee = sion in deeds—so, with millions of Americans today, reading is _ that the young Roosevelt got from his favorite magazine, of which 


democratic in bis reading a mainspring of living. he wrote, “It taught me more than ay of may Sext books.” 
as im bis friend ships. 


To more than 7,500,000 American homes The American Weekly It took a man as wide in his sympathies and as democratic in 
is bringing this dynamic influence of reading. his nature as Theodore Roosevelt to win the following of so many 


. : : , different kinds of men and women in all sections of his vast, 
A “small, patient, suffering little child” too deli- Theodore Roosevelt once said that he read primarily for enjoy- 


ment, and that his one test of a book was that it must be interest- varied country. In the same way it takes a magazine as mighty and 
cate to go to school—he read hungrily about travel and ing; "the profit is a by-product.” meny-sided and as democratic in its appeal as The American Weekly 


adventure. rough life in the wilds, Indians, cowboys . . . to reach and sway such countless millions of readers in all parts 


and determined to be like his heroes — strong, virile — nuter rth e- ear ar he er one ert noe of the antion. 
: g. ’ Weekly read it primarily for the interest and pleasure it gives them. ’ ’ y 
active. brave. Yet how great is its insensible influence on their tastes, ambitions, 


standards of coadect aad life! The American Weekly is the magazine distributed through Sunday 
That early reading not only formed the core ef his rai : ; 4 newspapers from coast to coast—reaching more than seven and 
character—it actually started him on the physical re- Its thrilling true stories of adventure and struggle, of crime an a half million homes. 
, . , a i mystery, love and romance, enthrall the imagination of millions 
gime by which he built himself, from a weakling, into 


: . : The national advertiser who associates his product with such 
: : because they deal with eternally interesting human themes. 
a man of exceptional vigor and endurance. 


a tremendous institution is tying it up with the greatest force 

Its vivid up-to-the-minute articles on popular science, on his- known in advertising. He is making his advertising message, 

All his life reading was for him a springboard to tory, travel, biography, medicine, religion bring to the eager _ like the rest of The American Weekly, the week-afier-week read- 
action. He had to be and do what he read. minds of multitudes the same lift of new interests and enthusiasms ing HABIT of more than 7,500,000 families. 


As Police Commissioner of New York City, he once 


read Jacob Riis’ famous book “How the Other Half 
Lives.” The next day Riis found a card on his desk. 
saying: “I! have read your book and have come to help.” 
“No one ever helped as he did,” declared Riis. G > 
Born a rich man’s son—he learned that great democ- Pre -aon 
racy of the mind that reading gives. Perhaps no other in the World 
American, except Lincoln, ever came so close to so ee one came comma Al eB a. eae oN, NUE ce 


many of his countrymen as Theodore Roosevelt. 


’ ’ ° “The Nation’s Reading Habit’”’ 


IN A THOUSAND WAYS reading is aspur to action and achieve- Main Office: 959 Eighth Avenue, New York City. 
ment. Just as, with Theodore Roosevelt, reading all his life Branch Offices: Weanst Bunc., Curcaco ... 5 Wixtunor Squans, Boston ... Arcane Bunc., St. Louis... Hawa Buoc., Crsvetann 
awakened sympathies and emotions that had to find vital expres- Gevenat Morons Buoc., Dernorr... 101 Manerra St., Artawra... Eptsow Bunc., Los Ancetes ... Heanst Bunc., San Faancrsoo 
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